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Rough Proofs 


Primadora tells of a man who has 
smoked one cigar for five years. The 
name of that cigar ought to be 
changed to Scotch Mist. 


* * * 


“PLAIN HONESTY OK,” The 
Business Week wired ADVERTISING 
Ace. I understand the editors agreed, 
even after it came out that the wire 
referred to an advertisement. 

+ *” * 


A correspondent thinks there has 
been a “conspiracy of silence” in the 
ease of advertising failures. Adver- 
tising failure always ends in silence, 
put the conspirators are usually con- 


sumers. 
*_ * * 


Some farm paper publishers are 
sponsoring vacation tours by their 
readers, to be taken by rail. This 
promotion for the benefit of the rail- 
roads seems to be a new kind of 


farm relief. 
. * 


Bromo-Seltzer is featuring a Mil- 
ton Work bridge problem in a cur- 
rent window cut-out. That’s a good 
idea; after struggling all evening 
with baffling bridge-hands, many a 
guy ends up with a head-ache. 

* * * 


Five trips around the world are 
among the prizes offered in the 
Chrysler contest on “Why I would 
buy a Plymouth.” Bet there’s a catch 
in it, and that the winners will have 
to make the trip in their Plymouths. 

* a + 


After fifty years’ experience as an 
advertising agent, Franklin P. 
Shumway has found publishers to be 
gentlemen, “with rare exceptions.” 
The exceptions failed to say “Thank 
you” when acknowledging cancella- 
tions. 

* * * 

They’re advertising ice in San An- 
tonio and elsewhere, but after the 
recent blistering the Middle West 
got, the average consumer is content 
to murmur, “What can the icemen 
buy one-half so precious as the stuff 
they sell?” 


* * * 


French, says the general manager 
of a perfume company, “carries the 
spirit of perfume,” and so as adver- 
tising copy appeals to the lovely 
ladies who read but do not under- 
stand it. The flattery, however, lies 
in the assumption that they do. 

* * * 


“The trend toward the wash-bowl 
laundry” is credited with bringing 
out Palmolive Beads. Owners of silk 
stockings and underwear, who join 
the trend toward this or any other 
kind of laundry, won’t have to worry 
about that school-girl complexion. 

* * * 


A. Stein & Co. are promoting the 
organization of Garter Clubs by re- 
tailers. It may be inferred that mem- 
bers will be known as Knights of the 
Garter, and that their motto will be, 

Honi soit qui mal y pense,” a free 
Tendering of which is, “Honest socks 
stay under pants.” : 

* * * 


The Book Publishers’ Research In- 
te reports that at least 3,720 
Copies of a novel have to be sold to 
enable the publisher to break even, 
which he usually doesn’t. What the 
average author evidently needs is 
hot inspiration, but a good, strong- 

&rmed circulation manager. 

Copy Cus. 


YOUNGGREEN I$ 
NEW CHIEF OF 
DUNHAM-LESAN 


Ex-President of A. F, A, Leaves 
Milwaukee 


Milwaukee, July 24.—Charles C. 
Younggreen, former president of the 
Advertising Federation of America, 
and vice-president of Klau-Van Piet- 


C. C. Younggreen 


ersom-Dunlap-Younggreen, Inc., ad- 
vertising agency of Milwaukee, has 
resigned to become president of the 
Dunham-Lesan Company, Chicago. 


Mr. Younggreen will divide his 
time between the Chicago and New 
York offices as operating head of 
the agency which also has offices at 
St. Petersburg, Fla., San Francisco, 
Los Angeles, and Spokane. Mr. 
Younggreen succeeds John Dunham 
who becomes chairman of the board 
of directors. 

The agency will become the Dun- 
ham-Younggreen-Lesan Company. 

In confirming this news, Mr. 
Younggreen stated that the oppor- 
tunities offered him were so attrac- 
tive that he could not refuse. 

“Besides, I had five national ad- 
vertising accounts in New York and 
three in Chicago that kept me on 
the move between those two cities 
and it became necessary for me to 
move closer to them to give them 
proper attention,” he added. 

Mr. Younggreen came to Mil- 
waukee about seven years ago to 
identify himself with the Klau-Van 
Pietersom-Dunlap agency. He later 
bought stock and became vice-presi- 
dent and general manager. 

He has been active in public life, 
serving as general chairman of the 
celebrations for Lindbergh, Mait- 
land-Hegenberger, the Bremen fliers 
and Mayor Boss of Berlin, Germany. 
He was a member of several Asso- 
ciation of Commerce committees, 
director of horse shows and be- 
longed to a number of clubs, includ- 
ing the Milwaukee Advertising 
Club, of which he is a past presi- 
dent. 

He has served as a director of both 
the Audit Bureau of Circulations 
and the American Association of 
Advertising Agencies. He was a 


captain in the Aviation Corps dur-| Co Aspirin, police arrested 
with counterfeiting the labels of nationally advertised 


ing the war. 


California 
Equalize 


Papers 
Rates on 


Automotive, Radio 


Brown Gives Views 


Memphis, Tenn., July 24—Enoch 
Brown, Jr., business manager of the 
Memphis Commercial Appeal and 
Evening Appeal, said that he does 
not consider the California action a 
solution of the local-national rate 
situation. 


Mr. Brown is chairman of a com- 
mittee appointed by the Southern 
Newspaper Publishers Association 
to study this question. 


Benson’s Comment 


New York, July 25—Commenting 
on the California resolution, John 
Benson, president of the American 
Association of Advertising Agen- 
cies, said that he had not been in- 
formed of the exact discounts ap- 
plying to local advertising. 

“Equalizing the basic rates is not 
nearly as important as approximat- 
ing the actual rates,” commented 
Mr. Benson. 

Bernard Lichtenberg, president of 
the Association of National Adver- 
tisers, said the California action 
would be studied wy the Newspaper 
Committee. 


Gilbert T. Hodges, of the New 
York Sun, and president of the Ad- 
vertising Federation of America, 
said he was not sufficiently familiar 
with the California action to express 
an opinion. 


Los Angeles, July 24—While John 
B. Long, general manager of the 
California Newspaper Publishers 
Association, is unable to estimate 
the number of publishers who will 
raise their local rates to the na- 
tional basis, as the result of a reso- 
lution adopted by the California 
Newspaper Advertising Managers 
Bureau, a number of California 
newspapers have voluntarily equal- 
ized the rates on automotive and 
radio advertising. 

The resolution adopted unani- 
mously by the Advertising Managers 
Bureau read as follows: 

“Whereas an apparent differen- 
tial in advertising rates for so-called 
local and national newspaper adver- 
tising has created a problem of seri- 
ous proportions, and 

“Whereas considerable discussion 
on this subject has been held by both 
northern and southern advertising 


managers associations of the Cali- 
fornia Newspaper Publishers Asso- 
ciation, 

“Be it therefore resolved that the 
following proposed solution be whole- 
heartedly recommended to the news- 
paper publishers of California for 
their serious consideration and pos- 
sible adoption: 

“The establishment of a base rate 
set in accordance with the existing 
national or general rate structure 
with discounts allowable to local ad- 
vertisers on a frequency and bulk 
basis with additional semi-annual or 
annual discounts for completion of 
contracts, as outlined by the follow- 
ing rate card example: 

Base Rate—$1.05 per inch 


Number of 
Insertions 
Per Week Size of Minimum Insertion 
Sin. 10in. 21in. 42 in. 84in. 
One .....- 90¢ 85c Tle 68c 
Two ... 87c¢ 75e 70¢ 66c 65¢ 
Three .. 85c¢ 18¢ 67¢ 64c 62c 
Minimum of 10 in. twice each week, 
total G8 4B fm, coe ccccccccccescccvces Tle 
Minimum of 21 in. twice each week, 
total Of 84 Im. ...cccccccccccccccccce 67¢ 
Minimum of 42 in. twice each week, 
ae <F 2 FR ee ee 65c 


Minimum of 40 inches each alternate 


WE 6.066.000 5000450 0000005 006 ke a 0094 80c 
Minimum of 42 inches each alternate 

WERE vcccccvccencecsecccccccccccvese Tbe 

Monthly Minimum 

Minimum of 20 inches each month... 95c¢ 
Minimum of 100 inches each month... 78c 
Minimum of 250 inches each month... 73¢ 
Minimum of 500 inches each month... 69¢ 
Minimum of 1000 inches each month... 66¢ 


This resolution was reported by 
this committee: G. L. Burt, Long 
Beach Press Telegram; Sam Winkle- 
bleck, Palo Alto Times; Howard 
Graham, San Bernardino Sun & Tele- 
gram; and Robert Corrigan, Glen- 
dale News Press. 


The newspapers which have raised 
their local rates on automotive and 
radio advertising did so without ref- 
erence to this resolution. 

They take the position that in an 
industry where the exclusive agency 
system prevails, it is a simple mat- 
ter for the manufacturer to secure 
the local rate through his one or 
two local dealers and that in fair- 
ness to all, a single rate was indi- 
cated. 


The Ventura County Star has 
adopted the same local and national 
rate for automotive and radio ad- 
vertising. The Pittsburg Dispatch 
has adopted the same rates for au- 
tomotive advertising and the Ozx- 
nard Courier has adopted the same 
local and national rates for all 
classifications. 


Darnell Heads Rocky 


Mountain Association 


Yellowstone Park, Wyo., July 25—(By wire)—H. H. Darnell, of the 
Mid-West Outdoor Advertising Co., Casper, Wyo., was elected president 
of the Rocky Mountain Outdoor Advertising Association at its annual 


meeting at Old Faithful Inn. 


C. P. Cosgriff, Twin Falls, Idaho, was elected vice-president, and R. G. 
Spaulding, Boise, Idaho, secretary-treasurer. 

John Paver, of the Outdoor Advertising Association of America, talked 
on equalized showings. Harold L. Eves, national secretary, conducted a 
sales school. Herbert Fish of the General Outdoor Advertising Company 
and C. V. Philley, president of the national association, also spoke. 


Good Humors Now Sold by Land and Sea 
The Good Humor Ice Cream Company, Chicago, which sells its con- 


fections direct to the public by motor truck, 
equipment. These boats patrol the Chicago beach 


has added motor boats to its 


es. 


Counterfeit Labels Latest Novelty 


mpany, manufacturer of 


New York, July 25—Acting on information provided by the Bayer 


men charged 


ADVERTISERS 
STILL DIVIDED 
ON CENSORSHIP 


Some For, Others Against, 
Outside Control 


The pros and cons of the vast 
amount of supervision imposed on 
advertising by official and unofficial 
bodies attracted comments from 


Lee H. Bristol 


many advertising men during the 
past week. As in the opinions pub- 
lished last week by ADVERTISING 
AGE, there is no consensus, state- 
ments being colored by the indi- 
vidual experience of the advertiser.: 

Crisp and to the point was the 
comment of A. Joseph Newman, 
vice-president and general sales 
manager of Bayuk Cigars, Inc., of 
Philadelphia. 

“In my opinion,” said Mr. New- 
man, “advertising is not being too 
generally supervised. As it is now 
organized, it may be able to, but is 
not correcting its own errors.” 

J. W. Desbecker, advertising man- 
ager of the Eberhard Faber Pencil 
Co., Brooklyn, suggested that asso- 
ciations of manufacturers in the 
same industry are helpful by pre- 
senting a united front against a 
common enemy. 

“Attacks made by any advertiser 
on competitors by means of insinua- 
tions are to be deplored,” he said. 
“It is reasonable to suppose that 
meritorious products can be sold 
successfully without adopting such 
methods. 

Censorship Needed 

“Just who should censor this or 
other advertising copy is still an 
open question. Apparently the pub- 
lishers do not wish to act as censors. 
If the offending advertiser does not 
change his type of advertising of 
his own free will, it is difficult to 
force him to do so, unless he is im- 
pressed by the power of public opin- 
ion, the threat of legislative action, 
or by some federal body. 

“Attacks on advertising per se can 
best be met by a truthful relation 
of what advertising has done.” 

Lee H. Bristol, vice-president in 
charge of advertising for the Bris- 
tol-Myers Company, New York, be- 
lieves that the last word on copy 
censorship will never be written as 
long as human impulses are what 
they are. 

“There are sO many cross-cur- 


rents and variables affecting each 
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ADVERTISING AGE 


July 26, 1939 


individual case that I question if 
any code could be established that 
would find universal acceptance in 
practice,” he said. 

“There are two extremes reflected 
in advertising: the ultra-enthusiast, 
who over-states his case, and the 
ultra-conservative, who understates 
his. In the latter case, the copy 
writer is over-influenced by a desire 
to avoid scrupulously any literal or 
detailed challenge, and the result is 
emasculated and innocuous copy 
which constitutes poor and ineffec- 
tive advertising. 


Great Middle Ground 

“Happily, the biggest proportion 
falls in the middle ground between 
these two extremes. Certainly no 
one can uphold a case in behalf of 
fraudulent advertising, but fraud 
becomes almost a legal term, per- 
mitting the niceties of interpretation 
which courts of law are busily en- 
gaged in defining. 

“My personal sympathy is with 
those groups and with those move- 
ments which attempt to attack 
fraud on the basis of flagrant cases. 
When it comes to a more subtle in- 
terpretation of advertising copy, it 
is indeed a problem. 

“I question both the right and the 
ability of any self-appointed group 
to censor advertising in a micro- 
scopic way. Fairness to the public 
and competition, with a full accept- 
ance of principles of honesty, would 
seem to comprise the standards 
which should cover advertising copy. 

“A practical application of the 
Golden Rule seems to be not only 
commercially the best course, but 
one which leaves little ground for 
legitimate challenge. 

“I am firm in my belief that any 
reformation needed in advertising 
can and should come from within or- 
ganized advertising itself. I seri- 
ously question the efficacy of any 
Governmental or legislative regula- 
tion, and I am always distrustful of 
the ability of small minority groups 
that represent only individual view- 
points and do not comprise broad 
general representation, to sit fairly 
in seats of judgment.” 

A. N. Dingee, advertising man- 
ager of the Electric Storage Battery 


A. N. Dingee 


Co., Philadelphia, commented hu- 
morously on the well known fact 
that every man, woman and child in 
the country is, or thinks he is, an 
advertising expert, and is willing to 
be quoted as such. 

“It is easy to comment on adver- 
tising which may not appeal to me 
personally,” said Mr. Dingee. “That 
fact in itself, however, is not con- 
clusive evidence that the advertiser 
is wrong. 

“The only excuse for the expendi- 
ture of money for advertising is the 
hope that it will have a favorable 
effect on sales and profits. As long 
as an advertiser confines the appeal 
to his own product and does not at- 
tempt to discredit a competing one, 
the worth of the advertising can be 
determined only by its results. 


“This all leads to the thought 
that it is quite possible there are too 
many self-appointed critics who have 
been encouraged to exploit their re- 
form: work by the ease of getting 
space to voice their views. 

“Assuming that advertising and 
a quality product are closely re- 
lated, can we not also assume that 
the underlying principles of the 
vast majority of well known adver- 


HAWAII & €& 


that land of sun and 


« €« 4 COLOR 


Quite naturally, in selling the idea of 
Hawaiian vacations to the half million 
readers of The Big 4 Group of magazines, 
THE HAWAII TOURIST BUREAU uses 


color,...in bold, attractive pages. 


Color is eye-catching, * |. and catching 
the eye in advertising is half the battle! 
Successful color treatment coupled with 
a buying market of more than 500,000 
men and women who know and prefer the 
better things in life and have the ability 
to acquire them, is the basis on which The 
Big 4 Group stakes its reputation. 


If you have a quality service or product 
The Big 4 Group offers you an unusual 
opportunity to secure a buying market at 
a remarkable price. 


TheBig [Group 
in the Quality Field 


Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


tisers are sound and sincere? If 
not, how could they have attained 
their enviable business successes? 
How could they fashion a desirable 
code of ethics for all other manu- 
facturing and merchandising activi- 
ties, and allow their advertising to 
drag in the mud? 


“Much of the censure of today | 
would be humorous if it were not | 


somewhat annoying. I believe the 
men who have the talent, ability and 
brains to keep their companies in 
the front are entirely capable of 
correcting real—not fancied—errors 
in their advertising. 


“In other words, let the self-ap- 
pointed critics use their imagina- 
tions writing copy that will sell 
goods instead of finding fault with 
advertising that is doing that very 
thing.” 

Nothing to Fear 

On the other hand, Martin L. 
Davey, president of the Davey Tree 
Expert Co., Kent, O., suggested that 
those whose advertising is truthful, 
have nothing to fear from properly 
organized supervision. While he be- 
lieved that most advertisers are 
maintaining high standards, Mr. 
Davey said that he is inclined to 
favor a continuation of restraining 
influences. 


Stuart Peabody, general advertis- 
ing manager of the Borden Com- 
pany, New York, said that adver- 
tising is able to correct its own 
errors, but so far has not seemed 
willing to do so. 

“It is true that advertising is too 
generally supervised and too often 
attacked,” said Mr. Peabody. “I 
think, however, we have ourselves 
to blame. 


“The first reason is that adver- 
tising has become so spectacular and 
really interesting that it has liter- 
ally forced itself upon hundreds of 
people who ten years ago would not 
have commented on it. 

“The second reason is that some 
of our more prominent advertisers, 
because of the tremendous competi- 
tion, have carried competitive copy 
far beyond the bounds of reason. 

“I think advertising will continue 
to be criticised and supervised until 
such time as advertisers generally 
content themselves with moderate 
and reasonable presentation of their 
products.” 

Moral in History 

On the other side, Allan Brown, 
advertising manager of the Bake- 
lite Corporation, New York, asked: 

“Has the Government ever been 
successful in supervising private 
enterprise? The history of Amer- 
ican business confirms the fact that 
an industry or profession is better 
equipped to correct its own evils 
than any outside agency. 

“Advertising is well on its way 
to putting its house in order.” 

The opposite opinion was ex- 
pressed by A. N. Cook, sales pro- 
motion manager of the Bigelow- 
Sanford Carpet Company, New 
York. 

“I am not of the opinion that ad- 
vertising is being too generally su- 
pervised,” he said. 

“T cannot see that advertising has 
ever been ‘organized.’ It certainly 
is not an exact science, and as a 
great deal of it is being carried on, 
it is largely a ‘racket.’ Therefore 
those in the profession are at the 
mercy of either their friends or 
their enemies. 

“What hurts most is false or mis- 
leading statements. Anything that 
will restrain or abolish such prac- 
tices would be of benefit to the en- 
tire business world.” 


J. N. McDonald, advertising man- 
ager of the American Brass Com- 
pany, New York, believed that care- 
fully considered advertising issued 
by responsible concerns requires no 
outside supervision. 

“I am sure,” he said, “that any 
justified criticisms brought to the 
attention of those responsible for 
the advertising is all that is neces- 
sary to correct misstatements.” 


Policing Is Necessary 
Roy S. Davey, advertising man- 
ager of the American Bosch Mag- 
neto Corporation, Springfield, Mass., 
was more pessimistic. 
“When advertisers lay- themselves 


Stuart Peabody 


open to criticism, they may expect 
it to be forthcoming,” he commented. 
“ ‘Spit is a horrid word’ and it makes 
a horrible advertising appeal. If 
agencies and advertiser won’t police 
themselves, there are plenty who 
will.” 

Ralph Mount, advertising man- 
ager of the Bassick Company, 
Bridgeport, Conn., said that adver- 
tising is able to clean its own house 
and that unnecessary regulations 
and a great deal of harm will result 
from interference. 


“The more criticism the better” is 
the sentiment of David Lampe, Bal- 
timore advertising agent. 

Mr. Lampe pointed out that a 
mistake in any other department is 
known only to those immediately 
concerned, while an error in adver- 
tising copy is seen by the world. 

“If criticism is not always con- 
structive, it at least sometimes sup- 
plies amusement to those working at 
it,” he commented. 


A New Issue 

Karl E. Kilby, advertising man- 
ager of the Coleman Lamp and 
Stove Company, Wichita, Kan., com- 
pared the present situation to the 
American Expeditionary Forces, 
which found itself without a job on 
November 12, 1918, and forthwith 
began to look for something on 
which to vent surplus energy. 


“Today, self-appointed reformers 
have found it doesn’t get them any- 
where to roar about chain stores, or 
selling methods, so they’ve decided 
to go after advertising in a critical 
way and see if they can’t either 
mess it all up or improve it,” said 
Mr. Kilby. 

“The average advertising man- 
ager will tell you that he is doing 
his best to keep his own company’s 
advertising clean but that he has 
no plans for making all of his con- 
temporaries do the same. 


“In the rush for sales volume, we 
seem to have forgotten the value of 
restraint in selling and advertising. 
The superlatives of high-pressure 
verbal selling are reflected in printed 
advertising. 

“But you can’t claim the earth 
and get away with it indefinitely. 
Somebody will check up and it looks 
as if this is the situation just as 
present. 

“However, there is nothing like a 
catastrophe impending. In my opin- 
ion, it makes no difference whether 
or not advertising is being too gen- 
erally supervised. The buying pub- 
lic ultimately will do a very good 
job of eliminating objectionable ad- 
vertising. There is nothing so cor- 
rective as reduced sales volume.” 


H. J. Meermans, executive vice- 
president of Paul Teas, Inc., Cleve- 
land advertising agency, believes 
there is need for a healthier state of 
mind among many advertisers, but 
that correction should come from 
the ranks of advertising. 


Publishers as Censors 
“If all publishers would set up 
the proper standards, and refuse to 
print advertising which is obviously 
misleading or derogatory, the situa- 
tion would soon take care of itself,” 
he said. 


“Perhaps this is too much of an 
Utopia to expect in these days of 
mad scrambling for lineage, but I 


—— 


Distributors 
to Sell Field 
to Advertisers 


Milwaukee, July 24.—Adoption of 
a program to acquaint advertisers 
with the possibilities and mechanics 
of house-to-house distributing and to 
explain and demonstrate how its 
employment may be co-ordinated 
with the use of other advertising 
mediums, was the major develop. 
ment of the 1930 convention of The 
Exclusive Distributors Association 
of United States, Inc., held here, 


The Exclusive Distributors Asso. 
ciation, the only national organiza- 
tion of distributors of advertising 
literature and samples from house 
to house, covers the country by 
means of 300 member-organizations, 
Although the association has been in 
existence since 1902, the promo- 
tion plan adopted at Milwaukee 
represents its first organized effort 
to bring the story of the medium to 
the attention of advertisers. 


The plan has been under consid- 
eration for some time. Distributors 
from every section of the country 
attended the Milwaukee meeting to 
lend their direct support. Ratifica- 
tion was unanimous and enthusiastic, 


The program includes measures 
to familiarize all advertisers with 
the general facts of nationally or- 
ganized house-to-house distributing, 
to offer a centralized source of in- 
formation and co-operation to those 
who are using or contemplate using 
association service, and to improve 
and broaden the service wherever 
possible to meet general or special 
requirements of the advertiser. 


Leading Features 

The flexibility and quick, definite 
reaction of nationally organized, 
guaranteed, supervised distribution 
of advertising material are two of 
the features maintained for associa- 
tion service which the educational 
program will bring into focus. 

Earl E. Reeder, of South Bend, 
Ind., was appointed director of pro- 
motion by the association, in full 
charge of the newly ratified educa- 
tional program. 

Officers and directors chosen at 
the 1930 convention were: 

Will H. Weaver, Weaver Adver- 
tising Distributing Co., South Bend, 
Ind., re-elected for the fifth con- 
secutive time, president; Arthur 
Adler, general manager of J. T. 
Cassidy & Son, Inc., Philadelphia, 
to succeed S. V. Hensal, of S. V. 
Hensal Distributing Co., Akron, 0., 
as vice-president; George Ueber, 
president of Ueber & Sons, Mil- 
waukee, to succeed H. H. Hummel, 
of H. J. Hummel & Son, Newark, 
N. J. 

Other directors are: W. E. Du- 
Quay, of the W. E. DuQuay Dis- 
tributing Service, Oklahoma City, 
Okla.; C. J. Russell, manager of the 
Southern Distributing and Advertis- 
ing Agency, San Antonio, Tex. 


George Ueber, of Milwaukee, as 
host to the distributors, provided 
interesting social sidelights to the 
business of the convention, including 
a dinner and varied entertainment 
at the lake shore and a sightseeing 
tour. The distributors and invitéd 
guests, including a number of well 
known advertisers, also enjoyed a 
dinner at the Schroeder Hotel with 
the association playing host. 


see no reason why advertising can- 
not correct its own mistakes.” 
Martin P. Rice, manager of the 
publicity department of the General 
Electric Company, Schenectady, N. 
Y., said that anybody who does or 
says anything worth while must be 
prepared to meet criticism. 
“This’is an implied compliment,” 
he said, “becquse it indicates that 
someone has read the advertisement 
and done a little thinking about it. 
“While I do not think that adver- 
tisers should resent criticism, they 
would make a great mistake if they 
attempted to change their copy to 
conform to every taste. Criticisms 
should be welcomed and given con- 
sideration according to their merit.” 


ju 


eth So SEs Pe eee. |) ce ena Eig Taipei) 2 bo agen ee ce Lo RO cM mens So. ee ee eee, or ee peewee. Ao eee | Samer kee 
Dene Stee See SRE i oe So a GR ak a SRR Se RE SE ae ea 
PR ti. 
2 ee FP 
| i i eee | 
pe ae 1 Eee te i a 
hs ae 7 rg uy) a ia , . 
ii . <a 
a .) —_—___ Be a : 
: — : oT . a 
ag : om F | | 
: 4 | 
ee . | | 
ies ~~ — gael | 
_ 
\ 
. | 
am 
oli 
————————————SSSSSSSSSSSSSsSsSSsS4 ra 
the 
er’ 
the 
vic 
pe 
ae col 
nee mé 
. = of 
: ap 
es om 
pia ha! int 
= at ee ai ra 
Ci 
ch 
tic 
be 
eee | fo 
| te 
lo 
gr 
as 
le 
to 
re 
a 
re 
af 
iz 
P 
le 
| | 
ti 
SI 
t] 
h 
ce 
| a 
| 0 
ci 
| h 
p 
Forum Pe i 
ee h 
ee it 
fC . 
| | | | 


July 26, 1930 


ADVERTISING AGE 


ee 


—_ 


FORM USED TO PROTECT DEAL 


COLGATE-PALMOLIVE-PEET COMPANY 
TOILET ARTICLE DEPT. 


SALES OFFICE CREDIT 0. K. CHECKED FOR PRICES INVOICE No 
RECEIVING STAMP HERE DEALS AND DISCOUNTS 
DATE 
BILL AND SHIP TO DATE SHIPPED 
NAME 
NUT ADBREVIATE DATE OF ORDER 
STREET ADDRESS > 
©. gage area 
~~ (he eeciieeediite, aeteeeantl 
a eee 


ATELY. 


Priya akan 
Base feceaiten ape 


weet me Ane Acares wer 


Pacey 


Fe. 


PLEASE SIGN AFTER EXAMINING CAREFULLY AND DEMAND COPY OF ORDER FROM SALESMAN. 


on either party. All orders subject to approval of Home Office. Any speciel 
printed on the back of this order is acknowledged as @ provision of the order. 


DEALERS TURN 
COLGATE DEAL 
TO OWN ENDS 


Greed of Chains Necessitates 
New Policy 


So virulent have become dealers’ 
ambitions to turn the Colgate-Palm- 
olive-Peet deal on the Gillette safety 
razor to their own advantage that 
the company is now requiring retail- 
ers to sign an agreement not to sell 
the razors separately. In Canada, 
violation of the agreement carries a 
penalty of $500. 

Drug Trade News reports that 
counsel of the Colgate-Palmolive- 
Peet Company prepared the agree- 
ment to check the growing tendency 
of some retailers to tear the deal 
apart and sell its constituent parts 
separately. In some cases private 
brands were substituted for those 
intended to go with the new Gillette 
razor. The publication said: 

“Walgreen did this in Kansas 
City, Mo., in his fight with the Katz 
chain. Walgreen stores in other sec- 
tions of the Middle West did likewise 
before the deal was officially released 
for those sections. Other chain sys- 
tems and certain independents fol- 
lowed the Walgreen example. Wal- 
green used his own shaving cream 
as a combination offer with the Gil- 
lette razor. 

“In Chicago a department store 
tore the deal asunder and sold the 
razor for five cents and the shaving 
cream for 17 cents. The effect on 
retail distributors throughout the 
affected territory has been demoral- 
izing. 

“In many sections, these offerings 
have been made before the Colgate- 
Palmolive-Peet deal has been re- 
leased to the trade in such sections. 
“Because of the difficulty of get- 
ting new Gillette razors in quantity 
sufficient to meet the demand for 
them, the Colgate-Palmolive-Peet Co. 
has been obliged to introduce its 
combination deal into one territory 
at a time. 

“To date, 21 states have not been 
offered the deal. In the 27 states 
covered by the deal, 10,000,000 deals 
have been sold—a new high record. 

“Because of the extraordinary 
public reception of the deal, retailers 
In territory not yet reached by it 
have been eager to bring the offer 
into their territory. 

“Chain and department stores, and 
certain cut-price independent deal- 
ers, have been buying the deal in 


eastern cities and shipping the mer- 
chandise westward in order to get 
an edge on their competitors. 


How Dealers Work 

“Many of these dealers have not 
been satisfied with this edge. They 
have been pulling the Colgate-Palm- 
olive-Peet merchandise out of the 
deal and substituting their own or 
some unknown shaving cream for 
the Colgate and Palmolive shaving 
cream as part of the combination 
and selling the Colgate-Palmolive 
shaving cream separately. 

“The 550 Colgate-Palmolive-Peet 
salesmen now carry rubber stamps 
containing the agreement to imprint 
on all orders. No orders are valid 
or will be filled without this signed 
agreement. 

“By the time the deal is extended 
to all parts of the United States, it 
is believed that close to 20,000,000 
deals will be sold. 

“Five years ago, the Palmolive 
Company, using Palmolive shaving 
cream and the old Gillette razor as 
a combination offer for the price of 
85 cents—the price of the shaving 
cream alone—sold 9,000,000 deals in 
the United States and 6,000,000 in 
England, Scotland, Australia, and 
New Zealand over a period of 18 
months. 

“The new deal includes a new type 
Gillette razor and a choice of either 
a tube of Palmolive Shaving Cream, 
Colgate Shaving Cream, or Colgate 
Handy Grip Shaving Stick for 35 
cents. 


Beautiful Hair 
to Win Jo-Cur 
$1,000 Prize 


New York, July 24—A new kind 
of beauty contest has been inau- 
gurated by the Curran Laboratories, 
Inc., manufacturers of hair tonics, 
in which a prize of $1,000 is being 
offered for America’s most beautiful 
head of hair. 

Rules of the contest provide that 
the entrant must first wash her hair 
with Jo-Cur Shampoo Concentrate, 
then finger wave it with Jo-Cur 
Waveset, have a photograph taken 
and send it to the company in New 
York. The contest closes in Septem- 
ber and the prettiest head of hair 
will be awarded $1,000. 

Nine magazines are being used to 
advertise the contest, including True 
Story, Illustrated Detective Maga- 
zine, Illustrated Love Magazine, 
Screenland, New Movie, Motion Pic- 
ture, True Romances, Photoplay, 
and the Home Magazine. Only one 
trade publication is being used, True 
Drug Story, a house organ of Mac- 
fadden Publications, Inc. 

Dealer helps are furnished the 
trade in the form of window posters, 
window and interior store signs, and 


reproductions of the advertisements. 

The contest is also being adver- 
tised over 23 radio stations. Harold 
D. Frazee & Co., Inc., New York 
advertising agency, handle the Cur- 
ran account. 


August 5 Marks 
Special Kent 
Sales Effort 


Philadelphia, July 24—A_high- 
water mark in radio advertising 
may be reached August 5, when the 
Atwater Kent Manufacturing Com- 
pany will engage the red network of 
the National Broadcasting Company 
to reach not only the public, but 
Kent dealers assembled at special 
meetings by jobbers. 

To the dealers the program will 
afford a first-hand opportunity of 
witnessing the new Golden Voice 
Atwater Kent go through its paces 
against a background of both vocal 
and instrumental music; to the pub- 
lic it will present an interesting 
sound picture of how an Atwater 
Kent orchestra is put together and 


pulled apart and the relative impor- 
tance of the distinct groups of mu- 
sical instruments employed in pro- 
ducing the effects most pleasing to 
the human ear. 

A feature of the program will be 
the brief addresses of A. Atwater 
Kent, founder and president of the 
Atwater Kent Manufacturing Co., 
F. E. Basler, general sales man- 
ager, and Frank Aiken, chief engi- 
neer. 

Atwater Kent dealers everywhere 
are planning to capitalize upon this 
program with a view of turning it 
into interested inquiries, demonstra- 
tions and sales. They are arrang- 
ing to get new Atwater Kent sets 
in operation in public places, ar- 
ranging for sidewalk and _ store- 
entrance set-ups and are otherwise 
making plans to take full advantage 
of the event. 


Miss Haney Enters 
Free-Lance Field 


After 12 years as associate editor 
of Boot and Shoe Recorder, Miss 
Helen Haney has entered the Boston 
advertising field as a free lance. She 
vader established quarters at 10 High 

reet. 


“Chicago Commerce” 
to Issue Supplement 


Chicago Commerce, National Mar- 
ket Edition, will be started in Sep- 
tember by the Chicago Association 
of Commerce as a monthly business 
publication for the Chicago market 
area. Editorial content will be di- 
rected to retail merchants. 

Harold F. Hess, advertising man- 
ager of Chicago Commerce, present 
weekly organ of the association, will 
also serve as advertising manager of 
the new edition. 

Paul W. Kunning, until recently 
director of trade promotion for the 
wholesale division of the Carson, 
Pirie, Scott Company, Chicago, and 
now with the Association in a sim- 
ilar capacity, will supervise editorial 
activities. 


Close Cincinnati Office 


The Blaine-Thompson Company, 
advertising agency, will close its 
Cincinnati office, effective July 26. 
The personnel and accounts of the 
Cincinnati office will be transferred 
to the New York headquarters. 


Hyman to Europe 


Herbert Hyman has left Adver- 
tisers, Inc., Detroit, to become Euro- 
pean representative of Ervin, Wa- 
sey & Co., New York. 


No. 20 of a Series 


ERNEST HEMINGWAY 


In the same August Scribner's, a new 
story by Ernest Hemingway, his first 
since the famous “A Farewellto Arms.” 


LEWIS MUMFORD 
“The Drama of the Machines.” Strik- 
ing, trenchant ideas on a subject close 
to all business men—the machine. 
The machine age is being attacked 
and defended. Lewis Mumford, dis- 
tinguished critic of the present Amer- 
iezn scene, brings a new, piercing 
vision to it. It is one of the finest and 
most important articles of the year. 


COMPLETE SHORT NOVEL 
IN SCRIBNER’S MAGAZINE 
$5,000 PRIZE CONTEST 


A Smashing Story of the Sea 
S.S. SAN PEDRO 


by = 


James Gould Cozzens 


Superb writing with a Conradian flavor 
but in a highly effective modern man- 
ner by one of our finest writers. High 
romance and throbbing drama handled 
with the intelligence and finesse of a 
great artist. Not to be missed! 25,000 
words, complete in one issue. 
month hereafter Scribner's will publish 


a complete short novel. 


Each 


A new poem by Conrad Aiken, Pulitzer Prize winner, and 
stories by Morley Callaghan and Caroline Gordon. Also the . 
widely quoted, highly influential book comment of William 
Lyon Phelps and Robert E. Sherwood. 


a 
HARVEY FERGUSSON 


“The Cult of the Indian.”” Can we go 
back to the Indians for our present- 
day culture? Should we fall for the 
propaganda of the indian lovers? 
Hardly, says Fergusson, one of the 
best posted of all Western observers. 


MARK VAN DOREN 
“Substitutes for God.’ Can love of 
nature, art, humanism, or anything 
else be a substitute for God? No, says 
Mr. Van Doren. Fine, pungent com- 
ment on a theme which is bothering 
thousands. 


EUGENE GORDON 
“Negro Society.” Is it like white 
society? What make the distinctions? 
Hluminating sketch of our colored 
brethren and their social life. 


CAPTAIN JOHN 
W. THOMASON 


“3.E.B. Stuart.” Fourth instalment of 
the big biography of the year. Stir- 
ring writing about the great Confed- 
erate hero. Romance in war when 
war had romance! 


35¢ ON THE STANDS # A YJ G YJ § T = rour vottars a vear 


SCRIBNER’S 


®@ Princeton seniors selected Ernest Hemingway and S.S. Van Dine as their favorite authors. 


Rutgers seniors selected John Galsworthy and S. S. Van Dine. 


All are Scribner's authors. 


atl en oy ek ee a Ne ed ar eh cae ce en”, epee rete on) Sie io Re Rian tee ae Ye oat eC OU Se, ot A I. alle Same a. <a oe Sera bce 2 or Or a eee 
- eae pas a me - Oe” ee tie eg re ay) ees be A ead ee ‘e Ane. eee ager. eee peak gee yr oe bes Fe Aa ae ee oe : x hee Bai ileal sg es ea eae a i es vet 
i 5 det oks : : er Me ae eee ae” eee Oe oo an ee cf 
ney 
eo) eee 3 a od 
= “itae 
mr | : 
Po fi 
i me Has i 
—s i ds 
ste, ake 
TS 4 Te 
n of | oe 
isers 
nics sein. 
id to | ! — 
ated oe 
sing i a 
elop- gee A 
The ; +e 
ition 
re, 
L SSo- 
niza- ae SITS Igo stm 
sing pe 
ouse — 
4 an | 
ions, _— Sa 
n in 
»mo- — 
ukee — 
ffort 7 
“* ea ee | 
= inion. ww a 
t e 3) 
ee NY, | | 
ntry : Vy 
No agreements, either oral or written, other than those written on the face of the order are binding oO 
ay es a Chere  rocmren ona erm mE Ei 
_ 98-4393 Pe 
Stic, 
ures 
with 
or- | 
ting, r 
 in- 
hose 
sing 
rove | 
ever | 
cial 
inite amano 
ized, ; 
ition 
o of 
cia- 
onal | 
ceaemnannd 
end, 
pro- 
full | 
uca- 
1 at 
a 
ver- _ 
end, rr 
con- a , 
thur é ” 
yhia, * sg 
. V. 4. at ff sear 
ber, Ps Be : 
Mil- q i : 
ark, q See en 
Du- * . Be. i 
Dis- . 
; | = eS 
Jity, | . : 
the é; 
rtis- A 4 *, 
a, 7 Ps 
» as a # 
% Vj 
the 
ding 
nent ee a 
eing 
well | 
da 
with 
can- Po 
the 
eral 
, N. 
s or é 
t be a a a 8 * * a os = a gs a a 8 a 8 
ont,” | 
that 
nent | 
t it. 
|ver- 
they 
they 
y to | 
isms 
con- ee 
= | EEE 


4 


ADVERTISING AGE 


July 26, 1930 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago - - - - 


New York Office, Graybar Bldg. - - 
G. D. CRAIN, Jr., 
President and Publisher 
E. KEBBY 
Secretary 


Tel. HAR. 7504 
Tel. LEXington 1572 
A. J. FEHRENBACH, 
Vice-Pres. and Eastern Manager 
R. T. SANFORD, 
Assistant to the Publisher 


Advertising Representatives 
EDWARD B. CRUSH, Chicago; W. E. DUNSBY, New York; 
BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 
ROY M. McDONALD, 703 Market St., San Francisco 


MURRAY E. CRAIN, Managing Editor. 


HAROLD MONAHAN and J. 


A. MARTZ, Associate Editors. 


HAROLD F. PODHASKI, New York; LEE L. ROBINSON, Washington. 
Correspondents in All Principal Cities 


Vol. 1, No. 29 


CHICAGO, JULY 26, 1930 


5 Cents a Copy, $1 a Year 


Advertising Professional Sports 


A field of advertising which 
should be much larger than it actu- 
ally is consists of professional sports 
of all kinds. Baseball, racing, box- 
ing, hockey and other sporting events 
which depend on public interest for 
attendance and revenue have never 
used advertising to the extent indi- 
cated by their actual requirements, 
but have looked primarily to free 
publicity. 

The question of how much space 
a newspaper should devote to a 
commercial event like a professional 
baseball game is decided not by the 
publisher’s feeling as to whether the 
baseball club should be an advertiser, 
but by the editor’s measurement of 
interest in the ball-game. Publicity 
increases the interest, of course, but 
the fact remains that reporting the 
games helps the newspaper’s circu- 
lation, so that there is a mutual in- 
terest in this phase of the situation. 


However, regardless of what is 
done in the news pages, the propri- 
etor of a commercial sporting ven- 
ture can and should use advertising. 
Experiments which have been made 
recently, have demonstrated its 
value. 


The Arlington race-track in Chi- 
cago, for example, is now using large 
newspaper space, up to full pages, 
in all the Chicago dailies, for the 
purpose of presenting itself to the 
public. The romance and thrill of 
racing, emphasized by the appear- 
ance of such stars of the turf as 
Gallant Fox and Blue Larkspur, 


have been presented in word and 
picture, while the background of the 
track, through the fine connections 
which it has with the best men in 
Chicago business and social life, has 
also been made clear. 

Arlington is a success, and the 
advertising is playing a part in 
making it a still greater success. 
Attendance has been large, interest 
has been keen, public appreciation 
of high-class stake-races has been 
evident, and the advertising is cred- 
ited with a full share in all these 
results. There’s a suggestion here 
for the managements of other race- 
tracks. 

The Chicago National League 
Baseball Club has been a pioneer in 
display advertising of baseball 
games, featuring ladies’ day at 
Wrigley Park with such good results 
that many other days become ladies’ 
day by reason of the large attend- 
ance of women. William Wrigley, 
Jr., is the owner of the ball- 
club, and such a famous advertiser 
might be expected to appreciate its 
value in promoting the interests of 
the Cubs. He has done so with excel- 
lent results all around. 

Baseball is meeting so much com- 
petition from other sports, and par- 
ticularly with the preoccupation of 
the fans with golf, motoring, etc., 
that it has a mighty good reason for 
advertising. Perhaps advertising 
wouldn’t boost attendance in St. 
Louis, where support is languishing 
for two good ball-clubs, but it prob- 
ably would help. 


a EE oem 


Supplying the 


The American Tobacco Company’s 
advertising policies are pretty well 
understood, in a general way, be- 
cause advertising is given full credit 
for the splendid sales which the 
company has had, and for the suc- 
cess of its leader, Lucky Strike cig- 
arettes. However, the average adver- 
tiser may not appreciate fully the 
policy which seems to be behind the 
A. T. Co.’s development of a com- 
plete line of products for the smoker. 

Cigarette-smoking is more popular 
in the United States now than it has 
ever been, while cigar smoking and 
pipe-smoking are failing to gain, if 
not actually losing. The American 
Tobacco Company is putting adver- 
tising pressure on Luckies, and is 
taking advantage of the trend to- 
ward cigarettes to gain volume and 
profits in this field. But it should be 
noted that at the same time it is 
going out after business on cigars 
and smoking-tobacco as well. 

Its campaign for Cremo cigars, 
which involves plenty of controver- 
sial features, is familiar to adver- 
tising people. Now it is getting its 
campaign for smoking-tobacco under 
way, with the idea of creating pipe- 
smokers who will turn to its brands 
for the materials with which to sup- 


Whole Market 


ply their particular needs. To make 
it easy, it has worked out a deal 
intended to appeal to new pipe-smok- 
ers, whereby the customer gets a 
supply of pipes, pipe-cleaners and 
tobacco at one purchase. 

The thing to be noted in this 
advertising is that the American 
Tobacco Company is looking at the 
entire market for tobacco products. 
It is not blinded by its great success 
in the cigarette field to the fact that 
there is a market for cigars and a 
market for tobacco to be smoked in 
pipes. Nor is it misled into fearing 
to put the latter into the advertising 
spotlight because of the possible 
effect on the cigarette situation. 

Just as General Motors has as its 
slogan, “A car for every purse and 
purpose,” so A. T. and other good 
advertisers endeavor to supply every 
type of consumer need of which the 
actual and potential market consists. 
By plowing deep into consumer mar- 
ket possibilities through advertising, 
they create and stimulate demand 
for all of the items in the line, and 
thus are in the strongest possible 
position to meet any changes of 
type or direction in consumer 
demand. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


127. In Uncle Sam’s Chicken Yard. 


A portfolio of facts about the 
poultry business in the 13 mid-west- 
ern States. A census of farms, 
equipment, stock and improvements 
contemplated is included, together 
with information regarding operat- 
ing methods and conditions, feed- 
ing, marketing, ete. Issued by 
Standard Poultry Journal, Kansas 
City, Mo. 


128. An Approach to the College 
Market. 


The findings of an investigator 
sent by College Humor, Chicago, to 
report on the membership of lead- 
ing fraternities and sororities in 
several representative American col- 
leges. The conclusions presented 
with respect to the habjts, interests 
and activities of collegidns are au- 
thenticated by biographical sketches 
inquiring also into family circum- 
stances, living standards, buying in- 
terests and influences, budgets, etc. 
The survey, made up in a profusely 
illustrated, 72-page book, is repre- 
sented by the publisher as an accu- 
rate and interesting picture of the 
collegian of today. 


129. Industrial Advertising — To- 
day! 

A booklet issued by Edwin Bird 
Wilson, Inc., New York, which 
briefly discusses the problems of the 
industrial advertiser with particular 
attention to the need of a complete 
plan of marketing. 


130. Slow Down the Band Wagon— 
The Elephants Can’t Keep 
Up. 

A booklet issued by Rauthrauff & 
Ryan, Inc., New York, which proves 
in expert fashion that there is a 
tendency to overrate the level of 
public intelligence to the detriment 
of the effectiveness of advertising. 
The interesting feature of the story 
is the mention of the barometers by 
which mental and emotional capaci- 
ties of the average consumer may 
be logically gauged. 


131. Type Specimen Hanger. 


A wall hanger showing line speci- 
mens in 48-point printed by Conti- 
nental Typefounders Association, 
New York, for the convenience of 
those desiring an easy means of 
identifying the 30 or so most popu- 
lar foreign type faces. 


132. New York. 


A 36-page pamphlet issued by the 
General Outdoor Advertising Com- 
pany, Inc., New York, which con- 
tains more than a thousand signifi- 
cant facts about New York and its 
suburbs. These include the classi- 
fication of the population by occupa- 
tion, income and residential centers 
and an analysis of non-residents as 
to number and activities, together 
with figures on city traffic. The 
pamphlet features a number of 
maps showing retail trading areas 
and how they may be covered by 
poster service. 


133. The McCann Index. 


A brochure describing the Mc- 
Cann Index—the application of the 
principle of correlations to statistics 
as a means of adjusting advertising 
pressure to sales possibilities, terri- 
tory by territory. Published by the 
H. K. McCann Company, New York. 


134. Marketing and Merchandising 
in the Chain Store Field. 


A portfolio of information about 
all classes of chain stores, showing 
growth, volume of sales, geograph- 
ical distribution, merchandise han- 
dled, ete., and including a descrip- 
tion of the merchandising organiza- 
tion and how it functions. Pub- 
lished by Chain Store Age, New 
York. 


(Continued on Page 12) 
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TRIMMING THE WINDOWS 


—The New Yorker 


“Perfect” 


Voice of the Advertiser 


It’s a Hard Life 


To the Editor: A recent issue of 
ADVERTISING AGE carried a letter 
headed, “Do Good Salesmen Consti- 
tute the Minority?” It was written 
by W. S. Harvey, of Behel and Har- 
vey, Inc., Chicago. 

Yes indeed, they do, Mr. Harvey, 
and that is exactly why advertising 
agency buyers cannot be too out- 
spoken in their criticism of the aver- 
age space representative. Frankly, 
they represent a minority only be- 
cause the good salesmen in any in- 
dustry or line represent a minority. 

I take it that the term “good sales- 
men” is predicated on the man’s 
ability to produce a high standard 
of results. Naturally, there is just 
so much business to go around, and 
some of the boys must be left out 
of the running. It is an impossibil- 
ity for all salesmen to be considered 
good ones, from the standpoint of 
high sales, because of the natural 
limitations of economics. 

For example, if a manufacturer’s 
advertising appropriation permits 
him to use but six automotive papers 
out of a possible 20, exactly six out 
of 20 salesmen will be considered 
good on the basis of results. 

Perhaps we should say “star sales- 
men,” rather than “good salesmen.” 

T. F. LANNIN 
Vice-President, Frank M. 
Comrie Co., Chicago 


* * * 


Most Salesmen Do 


Carry Information 

To the Editor: There are space 
sellers and space sellers. 

We cannot say that we always get 
valuable information from all of 
them. In a great many instances, 
however, we do receive worth-while 
information, and usually feel that 
the time has not been wasted. 

S. CLoup 
Midland Adv. Service, 
Decatur, Ill. 
* * * 


Even Cubs Deserve 


Agency Audience 
To the Editor: I always make it 
a point to hear every salesman who 
calls at our office, regardless of 
whether he is an old-timer or a cub. 
This takes lots of time, but I find I 
am often able to get something 
worth while from him. 
Should the solicitor develop into a 


“talkie,” it is an easy matter to 
straighten him out. 
THOMAS W. Davis 
Matteson-Fogarty-Jordan Co., 
Chicago 


* * * 


“Good Night” 

To the Editor: The advertising 
of one of our accounts, the Book- 
Cadillac Hotel, has been subject to 
regular assault. 

Folks have criticised it freely from 
sea to sea. The chief objection 
seems to be the unchanged theme of 
the copy, which is sleep; and the 
persistent reiteration of the head- 
line: “Good Night.” 

Their criticisms surely indicate a 
proprietary feeling and interest. We 
appreciated each arrival of pleasant 
and acrid criticism and told each 
writer so, even though good results 
were too apparent to warrant sug- 
gested changes. 

I’m glad they criticise. Criticism 
in the offing produces better, cleaner 
advertisements during the writing, 
and keeps us fairly well right- 
dressed. 

OREN ARBOGUST 
Chicago 
* * * 


Why Not Give Buyer 


Chance to Explain? 

To the Editor: While space sales- 
men always get interviews from this 
office; we find that much time is 
wasted by the space buyer in hear- 
ing about a market in which he is 
not interested at that time. 

If the space salesman thinks he 
has helpful data and would state it 
in a general way, ascertaining if the 
space buyer is interested before go- 
ing into a lot of detail, much time 
and annoyance would be saved. 

The writer can recall hours of 
time lost in hearing too much “help- 
ful” data. If salesmen demanded less 
time of the space buyer, unless they 
had something very definite to say, 
space buyers would not heave a sigh 
when confronted with a calling card 
of a salesman. 

On the other hand, of course, we 
frequently get some valuable infor- 
mation from space salesmen. 

Summing it up—let the space 
salesman inquire if the buyer is 
interested about a certain market 
before proceeding to vomit forth in- 
formation. J. C. EBERT, 

Space Buyer, 
W. B. MacKenney Co., Philadelphia. 
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July 26, 1930 


ADVERTISING AGE 


—_ 


Thine Products, Inc., 
Acquires New Line 

Thine Products, Inc., New York, 
has acquired seven cosmetic prod- 
ucts formerly manufactured by the 
Stanhope Laboratories, of Brook- 
jyn. Advertising plans will be an- 
nounced following tests. 

The Thine Products account is 
handled by the Charles W. Hoyt 
Company, New York. 


Detroit’s New Agency 

Financial Advertising, Inc., has 
been formed in Detroit, and has ab- 
sorbed the financial advertising de- 
partment of the Mulford Company, 
printers. 

The principals in the new agency 
are H. Clyde Varney, Edward C. 
Parker and Herbert B. Thompson. 


No. 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


CT asd tis sechitce is man 
and his architect is sim- 
ilar to that between a 

man and his physician. 
You retain the practitioner of 
your choice, tell him as much 
as possible of your aims, needs, 
mode of life Cor business), and 
seek his diagnosis. 


It will be well to realize the 
fact that you can tell him how 
large and what quality you 
want, allowing him to ascer- 
tain for you what it will cost; 
or else you can bind him as to 
quality and cost, allowing 
him to tell you how much 
building you can secure for 
that amount; or, again, you 
can bind him as to size and 
cost, in which case he will 
tell you what quality is ob- 
tainable. Manifestly it is not 
possible for you to specify all 
three of these governing fac- 
tors—size, quality, and cost, 
since any two of them will 
necessarily determine the 
third. 


We have put some facts of this 
kind into a little booklet, 
“This Man the Architect,” 
which we shall be glad to 
send upon request, without 
charge, to any one who is in- 
terested. Please enclose a self- 
addressed stamped envelope. 


ME WE 


Publishers of 


ARCHITECTURE 


— the professional journal —and 
of books on archit ecture 


CHARLES SCRIBNER’S sons | 
597 FIFTH AVE., NEW YORK J 
] Agency, Chicago, has been appointed 
to direct the advertising of the 
Southwestern Wisconsin Scenic As- 
sociation, Mineral Point, Wis. 


Please send without charge a copy of m7 
“This Man the Architect’ } 


et hh kh no 


JULY VOLUME 
OF ADVERTISING 
SLIGHTLY OFF 


First Seven Months Ahead of 
1929 


New York, July 24—Advertising 
volume in national magazines was 
less in July, 1930, than the same 
month in 1929, but greater than in 
1928. That is the finding of Na- 
tional Advertising Records, which 
reports $14,316,147 as the current 
figure, compared with $15,755,667 
in 1929 and $14,210,428 in 1928. 

Farm papers made a slight gain 
in July as compared with a year 
ago, the current total being $568,173 
against $566,104 last year. 

Radio, whose increase in volume 
has created great interest, made a 
handsome gain in June, the latest 
month for which complete figures 
are available. The June total was 
$2,017,995 against $1,309,295 for 
June, 1929, and $2,300,243 for May, 
1930. 


The totals for the first seven 
months ef 1930 are favorable to it 
as compared with the boom year of 
1929. National magazines have car- 
ried $124,096,332 thus far this year, 
compared with $117,855,573 for 
1929. 

Farm paper volume for seven 
months of 1930 totaled $6,603,562, 
against $6,369,050 for the corre- 
sponding period of 1929. 

Radio is still running 20 per cent 
ahead of last year. 


Check State Papers 

A new feature of National Adver- 
tising Records is the checking of 
state and sectional farm papers, 
numbering 23 and constituting an 
important section of the field. Only 
lineage figures will be given for the 
present, owing to the vogue of com- 
bination rates which make it diffi- 
cult to establish a flat page rate. 

The 25 leading magazine adver- 
tisers for the first seven months of 
the year follow: 
Procter & Gamble Co........... $2,096,547 
Lambert Pharmacal Co...... 1,571,940 
Campbell Soup Co.................... 
Chrysler Motor Corp.......... 
Fleischmann Co. 


Ford Motor Cove.iiiiccecccccscssocsssseoe 997,200 
Bristol-Myers Co. ................... 968,265 
General Foods Corp.............. 877,981 
American Tobacco Co............. 865,015 
BCA Viewer Co... 829,889 
California Packing Corp... 769,975 
Vacuum Oi) Oo.................. 729,911 
American Radiator Co. & 

Standard Sanitary Corp. 728,972 
Colgate-Palmolive-Peet Co. 721,912 
ey SS 719,745 
Bhs De BROT Ci issseenssscscs 712,145 
Congoleum-Nairn, Ine. ........ 695,580 
General Electric Corp. (re- 

frigerators) ..................... 694,140 
R. J. Reynolds Tobacco 

Co. 686,125 
Hudson Motor Car Co......... 663,990 
Armstrong Cork Co............... 663,450 
Pond’s Extract Co. ................. 655,500 
Texas Company ..........:........... 638,850 
Oakland Motor Car Co...... 623,250 
NN Bi isiicticctavccrrcconse 601,772 


Glenn Snyder Now 
in Radio Field 


Glenn Snyder has been appointed 
commercial manager of Station 
WLS, Chicago, conducted by Prairie 
Farmer. He was at one time ad- 
vertising manager oi Nebraska 
Farmer, Lincoln, and later general 
manager of the Wisconsin Agricul- 
turist. He has been with Prairie 
Farmer for the last year. 

E. O. Boe has joined the Chicago 
paper’s advertising staff. Until re- 
cently he was advertising manager 
of Western Farm Life, Denver. 


Advertising Wisconsin 
The E. H. Brown Advertising 


BEST REAL ESTATE ADVERTISING OF 
THE YEAR 


WHAT BUSINESS LEADERS THINK OF THE FUTURE OF ST LOUIS REAL ESTATE 


and distributing center, 


sarily 


66 Within the past decade, there has been ano- * 
ticeable uptrend of traffic through St. Louis--- 
the logical gateway to, and the distributing cen- 
ter for, the great empire of the Southwest which 
lies at its door. 


The Cotton Belt System---primarily a St. 
Louis-Southwestern carrier---believes in the fu- 
ture of St. Louis as an industrial, commercial 
in the certainty of 
the enhancement in its Real Estate values. For, 
with the inevitable growth of the community, 
the value of well-chosen Real Estate is neces- 


Saunt Louss Rear Estate Excnance 


One of the pieces of copy in the newspaper campaign 
of the St. Louis Real Estate Exchange, which won the 
trophy offered by the National Association of Real Estate 


Boards. 


The St. Louis campaign was designed to create 


and reaffirm public confidence in real estate as an invest- 


ment. 


The Kansas City Real Estate Board won an award for 


its radio campaign. 


Women’s Club Plans 
Golf Tournament 


The annual golf tournament of 
the Women’s Advertising Club of 
Chicago will be held at Big Oaks 
Country Club August 2, the Janet 
Olson trophy being the chief prize. 
While the trophy can be awarded 
only to a club member, a number of 
other prizes will be available for 
guests. 

Dinner at 7 o’clock will give the 
losers a chance to explain. 


Community Papers 
Organize in West 
Twelve community papers have 
been organized under the direction 
of C. A. Townsend, Portland, Oreg. 
The Associated Community Papers, 
as the group is known, has quarters 

at 425 Washington street. 


Get U. S. Expert 


J. Paul Burlingame, formerly with 
the United States Department of 
Commerce, has joined King and 
Wiley and Co., Inc., Cleveland, as 
assistant account executive. 


RUPERT ff] THOMAS 


Is the architect 
a salesman? 


Yes—if you give him the 
sort of facts he wants 
about your product. 


No—if you think your 
consumer advertising writ- 
ten to educate the man on 
the street “covers” him. 


The architect prefers to 
specify products known to 
the layman, provided the 
manufacturer has taken the 
trouble to “sell” him as 
well, 


Rupert Thomas, Advertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


Identified Meat 


Wins Success 
in Springfield 


Detroit, July 24—The Great At- 
lantic & Pacific Tea Company is 
handling quick-frozen meats in a 
store in Birmingham, a suburb of 
this city, according to the Refrig- 
erated Food Section of Electric Re- 
frigeration News. An Oreole case 
with a Kelvinator unit has been in- 
stalled. 

The success of this store, one of a 
group of A. & P. establishments in 
Birmingham, is the more surprising 
because A. & P. did no advertising. 

The same publication reports that 
Swift & Co. are duplicating the suc- 
cess of the General Foods Corpora- 
tion in Springfield, Mass. Seven 
stores have installed General Elec- 
tric refrigerators for the handling 
of Swift quick-frozen identifiable 
cuts. Five other retailers have in- 
stalled Copeland equipment. 


Andrew Blodgett, Jr., manager of 
the Swift branch in Springfield, and 
a veteran of the meat business, was 
quoted as follows: 


“TI didn’t believe in it, but I have 
reversed my position. Dealers are 
receptive to the new idea. The main 
opposition comes from the meat cut- 
ters, who fear they will be deprived 
of their jobs. For my part, I believe 
there will be a place for a practical 
meat man under the new merchan- 
dising plan.” 

Swift sales are said to have in- 
creased 300 per cent in spite of the 
limited number of retailers equipped 
to handle the identified line. 


Refrigeration also is coming into 
popularity in candy stores. 


Appointed by “Holiday” 

Holiday, New York, has appointed 
Sweeney & McDonald, Boston, as 
New England. representatives. 


Articles by these na- 

tionally known finan- 

cial writers appear 

daily in the News: 
B. C. Forbes 
Roger W. Babson 
W. S. Cousins 


“The Wall Street 
Spectator” 


Freling Foster 
Lewis M. Haney 


>. 
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Financial 
in etiteeanae 


February 15th, 1930, the 
Wisconsin News establish- 
ed the finest and. most 
eomplete financial and 
market pages in Milwau- 
kee. Since then there has — 
been substantial gain in 
financial lineage—due to 
a greatly increased reader 
interest. 


That increased reader in- . 
terest is just what you 
want. 


To Cover 

Adequately — 
the Rich 
Milwaukee 


| You Need the News” 9 
WISCONSIN NEWS 


MILWAUKEE 
_ (Ask the Boone Man) _ 


eK PVA 


eS age eee Re ot eke eae NO a wee ote ae a oat Monee it ee ete) Rea eae Ronse lS EP Ne My eal tre eine cera aie, ee ae AY |e eh Cn oa er = geese ° fe Aiea ae? | RG Era Patek A iS) eS ae 
i or hese i; : (ote ae 4, tet a Pie) acc aie Sp ee AN gett eee te : yy E ein <a Renee si Eee iyi 3 a es ae A ee aida Tae eke i . f % Eee eal ee 
Se Sf peg ee OS ae ne ie eG AR, denne ee Sona Oh tin eae ee so a 9 aire,” Pi sce ee a & ae 
oh ae reo re oa y! eg A 2 Ae tee =e eee “ an > ‘ rad = ee fr BR's, a' i Bia tee a Res be ae ; 2 ae poe ee a oe 
i re 5 - 
| th 
Fee py ee 
qa ee aunt 
= ee 
Pe oS = a — ; > - 
Ly ee i SQ Sw 4 > oe 
ec RA “, ee 
is, —_ pe awe oe 
j g ° A As 7 : 7 s ‘ | : : 
a ; so. ae 
| : 2. ee : 
:  ¥ a ae \ 
et Bi ? . 38 8h Jai ait 
on i A ee ‘a ” 1 HI Hh 7 
ee. Ae ||) ce Ia 
ene if Fi ad ' %, / per 1! If i 4 i : 
re Foe 4 ws FAST, Wile oe OSE {hat = 
) AA ie Ag Cee, - aS i aot Wi iy 
il aed ie “yf . ‘ rE 1 aii a!” 
reo [hhh Se ee Vii)” . 
— ™ - ae — es) me a 
. 
Se | | 
- icra | a pa RAAT AIR Ts 
| —e —— ~~ --. = —- 
HE enhanced. 
9 
Binal lifthigrer, 
President 
St. Louis-Southwestern Railway Lines 
Here, where you can watch developments 
with your own eyes, your investment 
in Real Estate offers exceptional advan- 
tages. As a citizen, you deserve to profit 
from the growth of St. Louis... And, with 
— judicious investment, you can. ; 
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July 26, 1939 


GOSSARD SHOWS 
VERSATILITY IN 
HOLDING LEAD 


Always @ Step Ahead of Fem- 
inine Fancy 


The enthusiasm of the pupils in 
attendance at the Gossard Training 
School in Chicago last week, coupled 
with the company’s statement that 
the present sales volume is setting 
an all-time record, makes it difficult 
to realize that two or three years 
ago the corset seemingly was headed 
for the oblivion shared by John Bar- 
leycorn, the Congress gaiter and the 
mustache cup. 


Gossard training schools have been 
an institution in the trade for 20 
years. The policy which supports 
them prompted one of the biggest 
campaigns seen in this field about 
ten years ago when the company’s 
advertising featured the desire of 


Broadcasting 
from the Sky 


Montreal, July 24—Shoppers 
were treated to music from the 
clouds when Layton Bros. Ltd., 
radio dealers, arranged a spe- 
cial demonstration, in which 
Capt. F. G. M. Sparks flew an 
airplane, equipped with a.spe- 
cial loudspeaker, 2,000 feet 
above the streets of the city. 


H. W. Gossard to see every woman 
properly fitted in a corset. 

At that time the school was in 
session continuously in Chicago, 
graduating a class of from 20 to 40 
a week. Later, it was found expedi- 
ent to give annual or semi-annual 
courses in the leading trade centers. 

The Chicago classes have been the 
largest, the present one numbering 
about 175. Most of the pupils are 
saleswomen, but a number of de- 
partment store buyers and specialty 
shop owners are included. Miss Har- 
riet Huszagh, Chicago representa- 
tive of the company, is in charge. 


A Written Examination 
The primary object of the school 
is to train saleswomen in the intri- 
cacies of corset fitting, with particu- 


lar attention to the possibilities of 
the Gossard line. The importance of 
application is brought home to the 
students by a written examination 
on the final day, in which an aver- 
age of 75 percent is required before 
the Gossard diploma or post-gradu- 
ate seal is conferred. 


Much of the instruction as to fit- 
ting and selling is given by demon- 
stration, and provision is made for 
each student to practice. The course 
also includes merchandising, in order 
that the student will be in position 
to serve her store in an advisory 
capacity on the advertising, display, 
fashion showing and stocking of 
corsets. 


F. L. Burley, sales manager of the 
company, who functions as a mem- 
ber of the faculty, told ADVERTISING 
AGE that the large attendance at the 
Gossard schools strikingly illustrates 
the progressive spirit of American 
merchants. 

“In addition to the time lost,” he 
said, “it costs the employer a sub- 
stantial amount for the expenses of 
each saleswoman for the week. That 
they continue to incur this expense 
year after year proves their willing- 
ness to co-operate with any manu- 
facturer in promoting a feature of 
practical value to both.” 


Not all businesses Have to con- 
tend with the vagaries of a market 
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affecting buying— 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


in 1930 


| In the press of competition for business in 1930. 
‘ you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 

In this single volume are figures on a hundred 
major fields—data on production, distribution, 
; buying set-ups, buying seasons, developments 


; Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications, 


grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our adve cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 


DOES IT AGAIN 


Thomas W. Harrison 


Mr. Harrison was awarded first 
place by the Pacific Advertising 
Clubs Association for the most 
effective campaign of the year for 
men’s apparel stores. It was his 
third victory in this class. 

Mr. Harrison recently resigned 
as advertising manager of Harris 
and Frank, Los Angeles men’s 
store, to become manager of the 
Los Angeles office of the J. Walter 
Thompson Company. 

Another addition to the agency 
is Earle A. Meyer, who has been 
with the New York office of Gen- 
eral Motors Corporation as assist- 
ant supervisor of export publicity. 


that repels the rays of the summer 
sun with fur and winter’s icy blasts 
with costume jewelry. As if this 
were not trial enough, the H. W. 
Gossard Company has had to com- 
bat adverse propaganda. 

Symbol of Tyranny 

Since medieval times when pru- 
dent Crusaders locked their wives’ 
corsets before marching off to 
Knight Templar conventions in Pal- 
estine, the corset has been artfully 
represented by its foes as a symbol 
of tyranny. In this connection, much 
has been made of the uncorseted 
virtues of the ancient Greeks, de- 
spite the evidence that the Romans 
went to Athens for the same reasons 
that Americans now go to Paris. 

Exhorted by the physical culture 
press, the enemies of the corset, 
fired with the zeal of emancipators, 
persisted in desultory sniping. The 
first encouragement, if not a minor 
victory, was achieved when debs 
and near-debs, for greater agility 
and other advantages, began check- 
ing their corsets at dances. 

Shortly thereafter, re-inforced by 
powerful allies in the sack style 
frock and the uncorseted figure ap- 
proved by fashion, the liberators 
rushed from the trenches behind a 
barrage laid down by smoking lino- 
types. Impeded by tons of whale- 
bone and fidelity to tradition, many 
corset manufacturers became casual- 
ties, but the attackers were forced 
to lay the scalping knife aside when 
they discovered that the Gossard 
company was no longer on the field 
of battle. 

In Step with Times 

According to Miss Florence Smith, 
advertising manager of the com- 
pany, the escape was accomplished 
by re-styling, a procedure that some 
advertisers have used as an Alad- 
din’s lamp. 

The process began with the prod- 
uct. What had been an engineering 
triumph involving stresses, strains 
and strength of materials was trans- 
formed to a garment several times 
lighter and softer, in which a small 
amount of elastic was substituted 
for a large amount of whalebone. 

The name corset was tabooed. In- 
stead, the company’s advertising 
talked about foundation garments in 
a generic sense, and step-ins, hook- 
arounds, girdles and garter belts. 

And then, to the amazement of 
others in the field, the company in- 
creased its advertising, subtly point- 
ing out to American women that 
even in the matter of the “uncor- 
seted figure” Gossard was still more 
dependable than Nature. 

“Many must have agreed with us”, 


said Miss Smith, “for we were able 


Credit Checks 
Reward Dealers 
for Advertising 


Orange, N. J., July 24—While 
Thomas A. Edison, Inc., will eo. 
operate with dealers in local adver. 
tising to the extent of 50 per cent 
of the cost of the newspaper or 
poster space, there are one or two 
unusual conditions attached. 


The plan is effective up to 5 per 
cent of the dealer’s purchases of 
radios and radio combinations. The 
50 per cent is not paid in cash, but 
in merchandise credit checks on ad. 
ditional Edison merchandise. 


The company provides free mat 
and electro service to dealers and 
posters for outdoor advertising. The 
latter are imprinted with the deal. 
er’s name without charge to him, 
Alfred Hand is the company’s ad- 
vertising manager. 


Gets Perfume Account 

Menken Advertising, Inc., New 
York, is now handling the advertis. 
ing of Coudray perfume, a product 
of E. Coudray, of Paris. 


to continue our record of making 
each year better than the one pre. 
ceding, a result to which the inertia 
of competitors undoubtedly contrib. 
uted.” 


Still Leading the Way 

A season or two ago when girls 
announced their intention to be girls 
again and to make the most of fem- 
inine contours by adopting the old, 
reliable princess silhouette, the re- 
sourcefulness of the Gossard com- 
pany enabled it to keep the lead in 
the styling of foundation garment 
advertising. 


“Styles have changed,” the copy 
said, and proceeded to prove with 
figures that when the new styles 
were worn the anterior superior 
spine of the ilium, if restrained by 
a Gossard foundation garment, was 
certain to be an intriguing curve 
and not a bulge or an angle. 


Of course, a great many figures 
have appeared since the old days 
when austere publishers protected 
bachelors from the Facts, but the 
Gossard figures were unique in that 
they linked the product with the 
necessity for fitting the style as well 
as the figure. This was done by 
posing a model in a Gossard founda- 
tion garment and duplicating the 
pose with the model attired in the 
latest style frock. The illustrations 
were depended upon to tell the story, 
the text being limited to little more 
than the slogan, “The Gossard Line 
of Beauty.” 


This campaign, now many months 
old, has fortified the Gossard com- 
pany’s position as the style and 
volume leader in its field. More im- 
portant than immediate profits is 
the good will of the entire garment 
industry, which is grateful for the 
Gossard effort to instill style con- 
sciousness at a time when interest 
was lagging. 

The important factor underlying 
the Gossard company’s success was 
dissected by C. Wendell Muench, 
head of the Chicago agency, when 
he addressed the Gossard Training 
School under the auspices of the 
Chicago Association of Commerce. 


Philosophy of Discontent 

“The philosophy of American 
business is discontent,” he told the 
students. “Our business machine is 
adjusted to the tempo of style, or 
the desire for change, and not to the 
limits of actual consumption. 

“The importance of training the 
consumer to recognize style is illus- 
trated by comparing the material 
well-being in our country with the 
poverty of China. For centuries 
that country has been steeped in & 
philosophy of contentment induced 
by religion and business customs. It 
explains why the Chinese eat rice 
while Americans eat turkey. 

“Don’t stop with supplying a de- 
mand already existing,” he advi 
“Your share in American prosperity 
depends largely on the effort you are 
willing to expend to make the con 
sumer sensitive to style influences.” 
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ADVERTISING AGE 


The Lowell, Mass., Gas Company won first prize at the annual Kiwanis | 
Ball in that city by presenting 19 attractive “sandwich girls” in glorifica- 


tion of the Electrolux refrigerator. 
cardboard replica of the Electrolux. 


ELECTROLUX DEMONSTRATES EVOLUTION OF SANDWICH MAN 


One of the misses was encased in a 


STANCO WANTS 
RATE EQUALITY 


New York, July 24—Because of 
the wide difference in rates between 
local and general advertising charged 
by most newspapers, Stanco, Inc., 
one of the largest buyers of news- 
paper space in the country, is seri- 
ously considering the reduction, if 
not the entire elimination, of its 
newspaper advertising campaign 
next fall, Edwin B. Loveland, adver- 
tising manager of the company, told 
ADVERTISING AGE. 

Stanco, Inc., manufactures three 
well known products—Nujol, an in- 
testinal lubricant; Mistol, a cold 
preparation, and Flit, an insecticide. 

The campaign on Nujol, which has 
appeared regularly in newspapers 
since the product was first placed on 
the market, will be discontinued en- 
tirely this fall, while the campaign 
on Mistol will be reduced. Flit ad- 
vertising is not affected as that 
campaign does not start until spring. 


Loveland’s Attitude 

“We have decided that the reduc- 
tion or elimination of our newspaper 
advertising is the only way in which 
we may get somewhere near a com- 
patible general rate from the news- 
papers, as against the so-called local 
rate,” Mr. Loveland said. 


“This action will, of course, be 
rather hard on the papers that have 
only a slight differential, or none 
at all, but it should help us and 
other national advertisers obtain co- 
operation.” 


Mr. Loveland pointed out that in 
some cases the difference between 
local and national rates is several 
hundred per cent. In other cases it 
is between 50 and 100 per cent. 


Counting weeklies, the Stanco 
company has used as many as 3,650 
newspapers simultaneously. The reg- 
ular list includes about 500 news- 
papers. 


12 New Ones Join 
Financial Group 


_The Financial Advertisers Asso- 
ciation, Chicago, reports 12 new 
members, 

New corporate members include 
Elmora State Bank & Trust Co., 
Elizabeth, N. J., represented by 
A. A. Beakey; Brooklyn, N. Y., Sav- 
Ings Bank, Miss M. A. Salomon; 
Jackson Bros., Boesel & Co., Chi- 
cago, Brian J. Ducey; Toronto, Can- 
ada, General Trusts Corp., G. S. H. 
Carter; Ames, Emerich & Co., Chi- 
cago, Paul M. Atkins; Savannah, 
Ga., Bank & Trust Co., Joseph H. 
Thompson; Central National Bank 
’ a Co., Des Moines, W. C 

arst. 


New individual members are 
Wentworth P. Johnson, Irving Trust 
Co., New York; J. Theodore Taylor, 
National City Co., Chicago, and Ar- 
thur B. Pfleiderer, Union Guardian 
Trust Co., Detroit. 

A new associate member is Need- 
ham, Louis & Brorby, Chicago ad- 
Vertising agency. 


Has Airplane Account 
Pedlar & Ryan, New York, who 
have handled the advertising of the 
right Aeronautical Corporation, 
have been appointed by the Curtis- 
Wright Corporation and subsidi- 


Put Microscope 
on Club Work 
at Los Angeles 


Los Angeles, July 24—The Ad- 
vertising Club of Los Angeles will 
spend the summer in an inquiry into 
advertising club functions and pur- 
poses. 


“We have spent years in the study 
of advertising,” said the announce- 
ment. 


“Now let us devote six luncheon 
meetings to the study of the adver- 
tising club—certain important phases 
of advertising club management, at 
least. 


“There will be 45 minutes of dis- 
cussion at each of these meetings. 
Twenty minutes will be allotted to a 
speaker and 20 minutes to the audi- 
ence for general discussion. 


“What is wanted is suggestions 
and criticism. There will be no 
sacred cows to worship. The floor is 
yours and the sky is the limit.” 
The following topics are scheduled: 
July 22, “Program Building.” 
Speaker, Anson C. Bushnell Chris- 
tian Science Monitor. 


July 29, “The Advertising Club 
as a Maker of Men.” Speaker, Em- 
ery E. Olson, managing director. 
August 5, “The Art of Chairman- 
ship.” Speaker, Howard S. McKay, 
Foster and Kleiser. 


August 12, “The Club Budget.” 
Speaker, Theo. J. Van de Kamp, 
Van de Kamp’s Holland Dutch 
Bakers. 


August 19, “The Greatest Present 
Need of Organized Advertising.” 
Speakers to be selected. 


August 26, “The Club. Commit- 
tees.” Speaker, Donald K. Thomas, 
All-Year Club of Southern Cali- 
fornia. 


Radio Announcer 
Martyr in Detroit 


The Lingle case in Chicago now 
has a counterpart in Detroit, Ger- 
ald Buckley, announcer of Station 
WMBC, being murdered July 23 be- 
cause of his fight on gambling re- 
sorts. Like Lingle, Mr. Buckley was 
shot in the back. 


Winners Announced 
in Container Contest 


The Glass Container Association 
of America has announced the win- 
ners of the contest held to demon- 
strate the eye-appeal of foods and 
beverages packed in glass. The 
grand prize of $1,000 went to 
Young’s Market Co., Los Angeles. 


Flowers’ New Work 


After 25 years with the Electro- 
Light Engraving Co., New York, 
Harry Flowers has resigned to be- 
come manager of the General Photo 
Engraving Corp., of that city. The 
company specializes in black and 
white, Ben Day, and color work for 
national advertisers. 


Move Export Business 


The Goodrich Tire & Rubber Com- 
pany will transfer a large part of 
its export business from New York 
to Kitchener, Ont., following a visit 
of J. D. Tew, president of the com- 
pany, to Canada. The company has 
maintained a Canadian branch for 


aries, 


Advertising Men 


Break into Copy 
New York, July 24—Several 
advertising men appeared in 
the illustration in the Lambert 
Pharmacal Company’s copy in 
the August “Cosmopolitan.” 
Gordon Seagrove, vice-presi- 
dent of Lambert & Feasley, 
Inc., was shown at the helm 
of his yacht, while Frank 
Mace, of the same agency, 
conversed with a young woman, 
Graham Starr, vice-president 
of Young & Rubicam, was pic- 
tured with his favorite pipe. 


There Is Only 
One Coca-Cola, 
Court Holds 


Cincinnati, O., July 24— That 
Coca-Cola is so well known that no 
other name, no matter how similar, 
is likely to deceive the public, was 
the gist of the decision of the Cir- 
cuit Court of Appeals for the Sixth 
Circuit, in Coca-Cola’s suit against 
the Carlisle Bottling» Works. The 
latter’s trade-mark is Roxa Kola. 


This mark was originated by a 
soft drink manufacturer of Win- 
chester, Ky., about 1909 and consid- 
erable advertising has been done on 
it in Kentucky since that time. 


“The casual purchaser of a five- 
cent bottle of Coca-Cola makes little 
effort to determine whether its trade- 
mark or trade name resembles the 
mental picture,” said the court. 


“But it does not follow that he 
could be easily imposed upon. It 
must be kept in mind that we are 
dealing with the trade-mark ‘Coca 
Cola.’ As said by another jurist: 
‘The product was named that at the 
beginning and the beverage has been 
known under that name for more 
than 30 years. By the expenditure 
of millions of dollars in advertising 
it has become well known through- 
out the land. The name means and 
is understood by the public to mean 
complainant’s product.’ 

“We conclude without hesitation 
that the ordinary consumer of Coca- 
Cola familiar with the mark would 
without reflection discover the dis- 
similarity of the two marks or 
names if substitution were at- 
tempted.” 


Enter South America 


W. F. Young, Inc., Springfield, 
Mass., manufacturer of Absorbine, 
Jr., has appointed Jordan Advertis- 
ing Abroad, New York, to handle its 
South American aching on a 

The same agency has n ap- 
pointed to handle a South American 
campaign for the International 
Druggists & Chemists Laboratories, 
Binghamton, N. Y. 


New One for Miller 


M. Glen Miller, Chicago, is now 
handling the advertising of Phil W. 
Hanna Camp Equipment, makers of 
Down-Right-Comfort sleeping bags. 


Plan Furniture Campaign 
Leon A. Friedman, New York 
agency, will use newspapers and 
magazines for the Leonardo Com- 


some years. 


pany’s line of fine furniture. 


Lee to Address Omaha 


Ivy Lee, New York publicity ex- 
pert, will be one of the speakers on 
the fall program of the Ad-Sell 
League, Omaha. Lew Sarat, “woods- 
man-poet” of Northwestern Univer- 
sity, Evanston, IIl., will also appear. 
The Pennsylvania Lines will be fea- 
tured at another meeting, bringing 
a band and providing the entire pro- 
vam, 


Joins Combustioneer 


Combustioneer, Inc., Goshen, Ind., 
manufacturer of automatic coal 
burners, has appointed Lorin W. 
Smith, Jr., as sales promotion man- 
ager. For three years Mr. Smith has 
been in charge of Jewell sales pro- 
motion for the Minneapolis Honey- 
well Regulator Company. 


“Harness Bill” Quits 


While “Harness Bill’ Kalash has 
sold his interest in the Omaha Tan- 
ning Company to Charles T. Cownie, 
the famous “Harness Bill” trade- 
mark will be continued. The com- 
pany uses radio and direct mail to 
reach farmers. 


Grocers to Use Radio 


A radio advertising campaign is 
planned by the National Association 
of Retail Grocers following its an- 
nual meeting in Dayton, O. A talk- 
ing picture has been made for the 
education of members. 


Admitted to A. B. C 


Home Economic News, Peoria, IIl., 
has been admitted to full member- 
ship in the Audit Bureau of Circula- 
tions, Chicago. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


AVIATION 
INDUSTRY 
COVERED 
“ss= COMPLETELY === 


AVIATION DAILy News 


“The National NEWSPAPER of Aeronautics” 


DAILY NEWS BUILDING, NEW YORK 


shops; transport 


First Issue Soon 


7200 plus circulation guaranteed, cov- 
ering airports; air service and repair 


operators; aircraft, 


aircraft engine and propeller manufact- 
urers and dealers; accessories, equip- 


tool manufacturers 


ment, fuel, parts, raw materials, supplies, 


and distributors; 


airport builders and designers, etc. 


FRANKLIN E. WALES = 
140 S. Dearborn St.,.... Chicago — 
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ADVERTISING AGE 


SELL 15% MORE BUSINESS 


Change in sales plan resulted in selling 
15% more business to 11% fewer dealers. 
One of a hundred ideas in the monthly Sell- 
ing Aid Digest. Indexes and digests articles 
in current business magazines. Filled with 
ideas. Ask for sample. 


FLINT McNAUGHTON 
78 E. Madison Street CHICAGO 


THE LETTER SHOP, Inc. 
Addressing, Maultigraphing, 
Mimeographing, Individual 

Letters 


REDUCE YOUR COST 
OF SELLING B Letters tPost, Cards, 


Folders, Blotters, Booklets . ete. 


etc. 
Postage andTheMelibag—mon monthly magazine— 1 
published conti: since 1915—is entirely 
devoted to Direct Mai 


fevertsing 0969 pone: 
Tells how to reduce selling cost. ll of ror 
business ideas, information and facts. or 
year. At end of year, we return $4.00 i on are 
not satisfied. Send 25c for sample copy. 


68 35th Street} 
Brooklyn, N.Y. 
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HOW THE SHOE CHAINS ARE FARING 


Capitalization Cur. Stores 
COMPANY End Last Div Market Fiscal End of Sales Inc. Over 
Fiscal Year Rate Years Year Prev. Year 
MELVILLE SHOE F.D. $250,0 _ _ 1929 459 $25,520,675 18.1% 
Ptd. { 24: 250 mr 38, %°99 © | 1928 8©= 410 22,552,358 26.7% 
Com. 354,376 shs.)7 2.00 1927 $21 17,799,943 25.9% 
G. R. Kinney Co. F.D. $1,643,500 _ — 1929 365 20,861,960 6.9% 
Pfd. 52,468 shs. 8.00 x 1928 $17 19,498,819 1.5% 
Com. 160,000 shs.* 1.00 s 1927 295 18,122,083 1.7%d 
Diamonp. SHOE. F.D. $26 8.250 _— — 1929 80 16,246,622 274% 
Ptd. { 118-383 ch, 6.59 o =| 1928 55 12,749,681 19.7% 
Com. 210,000 shs. 1.50 c 1927 45 10,646,059 9.4% 
I. Miter & Sons. F.D. None _ —_ 1929 $213 18,552,237 21.4% 
Pfd. 25,000'shs. 6.50 oO 1928 178 =: 111,157,429 15.2% 
Com. 174,791 shs. 2.00 Cc 1927 15 9,682,247 9.2% 
ScuirF Co. F.D. None = — 1929 15918 9,198,603 71.4% 
Pfd. 10,000 shs. 7.00 v7) 1928 8513 5,364,922 39.7% 
Com. 99,000 shs. 2.00 Cc 1927 5818 8,839,308 37.6% 
Fettman & CurmE.__—._____| F. D. None —_ —_ 1929 86 7,671,195 11% 
Pf. 13,690 shs. 7.00 re) 1928 82 7,159,816 8.5%d 
Com. { %9-900shs 4 2 Oo =| 1927 80 7,827,333  10.7%d 
Eptson Bros. F. D. None _ — 192916 34 3,778,460 27.2% 
Pfd. 7,500 shs. 7.00 oO 1928 20 2,970,046 35.8% 
Com. 110,000 shs. 1.00 1927 11 2,186,476 = 


—Boot & Shoe Recorder 


S-s-s-s! That 
Tennis Can Is 
Leaking Again 


New York, July 24—The adver- 
tiser who can promise the sport ad- 
dict implements which will improve 
his game seems to have a compara- 
tively easy road to travel. Manu- 
facturers of golf sticks have in- 
creased their volume without much 
trouble by intimating that the 
trouble with most golfers is not 
their lack of skill, but merely that 
they use the wrong clubs. 

The Pennsylvania Rubber Com- 
pany of America went into 1930 
with orders for its capacity out- 
put, on the strength of its 1929 
advertising, and this year’s cam- 
paign seems likely to give it the 
same flying start on 1931. 

The Pennsylvania Rubber Com- 
pany makes tennis balls. While the 
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balls may be no better than most of 
the others on the market, they are 
pressure-packed, three to a_ tube. 
That means, according to the copy 
written by the William H. Rankin 
Company, that the air pressure 
within the tube is the same as that 
within the balls. Result: “The 
balls can’t go dead waiting for you 
to buy ’em.” Also, “superb uni- 
formity,” with every ball bouncing 
just like every other. 

The company provides both white 
and red balls for tennis players, but 
both varieties are packed under 
pressure. The display heads have 
cleverly featured the bouncing qual- 
ities of the product. 

Publications on the 1930 schedule 
are American Boy, College Humor, 
Collier’s, Liberty, American Lawn 
Tennis and Tennis. 


Posters Chosen 
for Long Test 
on Shortening 


Dallas, Texas, July 24—A test 
campaign, to be confined to outdoor 
copy, marks the return to advertis- 
ing of the Interstate Cotton Oil Re- 
fining Company of Sherman, Texas. 
The company, which manufactures 
Mrs. Tucker’s shortening, has done 
no advertising for several years. 

The test is one of the most ex- 
haustive ever staged in the advertis- 
ing field, since it will run over a 
period of 18 months. During this 
time, the company will indulge in no 
other form of advertising, with the 
exception of display helps for deal- 
ers’ stores. 

The advertising will be concen- 
trated in Texas, Oklahoma, Louisi- 
ana and Arkansas, the territory in 
which the company has complete dis- 
tribution. Miniatures of the outdoor 
posters will be provided for dealers’ 
windows and counters. 

Since the weather in the South is 
calculated to encourage outdoor ac- 
tivities, the company believes out- 
door advertising is the logical me- 
dium. Sales in the cities covered by 
advertising will be checked closely 
against those where no advertising 
is done. 

The campaign is being placed by 
the Tracy-Locke-Dawson agency, of 
this city. 


Parker with N. B. C. 

P. G. Parker has resigned as man- 
ager of the Chicago division of the 
Radio Corporation of America to 
become assistant manager of the 
Chicago division of the National 
Broadcasting Company. 


Howard’s a Lion 
L. R. Howard, advertising manager 
of Colman-Keen, Ltd., of Canada, 
Montreal, was elected president of 
the Lions Club of that city at the 
annual meeting. 


Issues New Card 
The Parents’ Magazine, New York, 
has issued a new rate card, effec- 
tive with the October issue, and 
showing higher rates based on an 
increase in circulation. 


Gunibteh Gives 
$7,200 Cash in 
Drug Contest 


Akron, O., July 24—Cash awards 
sufficiently large to intrigue the most 
blasé retail druggists will be given 
by the sundries sales department of 
the B. F. Goodrich Rubber Company, 
in a contest to run from September 
1 to December 1. H. A. Bauman is 
the department manager. 


Three divisions have been created 
for the contest. The first award in 
each will be $1,000; second prize, 
$500; and third, $250, with 11 other 
prizes of $50 each. 

This total of $7,200 will be in- 
creased by about 10 per cent, to go 
to distributors’ salesmen who are 
credited with the contracts of win- 
ning dealers. 

Awards will be made on the basis 
of a window display contest, a sell- 
ing contest for the best merchandis- 
ing ideas used, and a volume contest 
on the higher priced line of Good- 
rich flat goods. 

Among the numerous aids being 
provided by the company for use 
during the contest is a calendar, for 
distribution to the dealer’s customers. 
It is imprinted with the retailer’s 
name and provided in lots of 50 in 
lieu of the discount on a $50 order, 
and in lots of 10 in lieu of the dis- 
count on each additional $10 order. 


Druggists under contract with the 
company are automatically entered 
in the contest, which was designed 
in part to increase the number of 
such retailers. 


The judges in the contest will be 
Jerry McQuade, editor of Drug Top- 
ics; Walt Cousins, Southern Phar- 
maceutical Journal; Fred Felter, Pa- 
cific Drug Review; Stewart L. Mims, 
vice-president of the J. Walter 
Thompson Company, and Mr. Bau- 
man. 


Joins Ramsay Staff 

Fred Diefenbach, formerly with 
the Wright Illustrating Co., Asso- 
ciated Artists and the Theatre Mat 
Service, New York, has joined the 
Robert E. Ramsay Organization, of 
that city. He will serve as associate 
on art-visuals. 


Conover Moves 

The S. A. Conover Company has 
occupied quarters in Boston’s newest 
office building at 75 Federal Street. 
The founder is a past president of 
the New England Council of the 
American Association of Advertis- 
ing Agencies. 


Happy Ever After 
Miss Eleanor G. Hay, advertising 
manager of Meig’s department store, 
Bridgeport, Conn., was married re- 
cently, her husband being Nicholas 
E. Lucia, member of the display 
staff of the Bridgeport Times-Star. 


Y & E Name Agency 


The Yawman & Erbe Mfg. Co., 
Rochester, N. Y., maker of “Y and 
E”’ office uipment, has appointed 
the Hutchins Advertising Co., 
Rochester, to direct its account. 
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Stein Tells Why 
Dealers Should 
Place Orders 


Pointing out that it is simpler to 
order merchandise than to manufac. 
ture it, A. Stein & Co., Chicago 
manufacturers of garters and sus- 
penders, have issued a letter to re. 
tailers throughout the United States 
suggesting that they replenish their 
stocks. 

The letter, signed by F. E. Parry, 
sales manager, said that inventories 
generally are dangerously low, not 
only with dealers, but jobbers and 
manufacturers. 


“Sound economists promise 4a 
much better business for the latter 
part of this year,” said the letter, 

“However, that desirable develop. 
ment is predicated largely on what 
we do in the next sixty days towards 
stock accumulation in salable mer. 
chandise. 


“You know that it requires much 
less time to order merchandise than 
it does to manufacture it. When 
one manufacturer is out of an item, 
it sometimes is possible for you to 
duplicate it or to buy something 
similar from another manufacturer, 
This procedure, however, causes a 
lack of uniformity and duplication 
of your stocks with attendant con- 
fusion and loss. This is much less 
desirable than carrying a slightly 
larger but a more active and staple 
stock of merchandise. 


“When it comes to staple notions 
—none turn over more rapidly than 
Hickory and Paris products. You 
assume no risk when you instruct 
your buyers to order such items in 
larger quantities than your policy 
provides for on strictly seasonable 
or style merchandise. 

“In the interest of better busi- 
ness, our suggestion is: during the 
next sixty days‘instruct your buy- 
ers reasonably to anticipate their 
requirements rather than _ buying 
staple notions only as you sell them. 
This will not only pay you, but will 
permit us to be of greater service to 
you, since our action in manufactur- 
ing goods is largely governed by our 
customers’ orders. 

“We would appreciate an expres- 
sion from you on this subject which 
vitally affects our mutual interests.” 


Tom Thumb Now 
Plans Indoor 


Golf Courses 


The miniature golf course situa- 
tion is becoming somewhat compli- 
cated. The Tom Thumb courses op- 
erating in Chicago as the Metropol- 
itan Golf Courses, Inc., are being 
given some opposition by a rival 
chain which has completed four 
courses thus far. Its claim to superi- 
ority lies in the fact that it uses 
real grass, instead of the synthetic 
product affected by Tom Thumb. 
This helps the golfer to improve 
his game. 

The Metropolitan group dominates 
the situation, however, by virtue of 
newspaper advertising announcing @ 
series of tournaments, the winners 
of which will be awarded $350 
weekly. Handicaps are so arranged 
that every player has a chance, re- 
gardless of ability. 

On the Pacific Coast, Los Angeles 
now boasts more than 500 miniature 
rolf courses, and since nearly all of 
them have artificial lighting, they 
are becoming a serious menace to 
the movie houses—so much so that 
the Fox Film Company is buying 
up a few of them. 

Sporting goods dealers believe that 
the devotes of “pee-wee” golf will 
become addicts of the regular game 
and are working on them accord- 
ingly. Other observers say, how- 
ever, that the Tom Thumb game is a 
disease like no other. 

The latest development is the 
promise of indoor courses in Chi- 
cago and elsewhere, where incurable 


cases may play the year round. 
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Magne with Agency 


Charles H. Mayne, for eight years 
gdvertising manager of Haas, Ba- 
ruch & Co., wholesale grocers of Los 
Angeles, has joined Emil Brisacher 
and Staff, of that city. Mr. Haas 
has also resigned as secretary of the 
Advertising Managers’ Association 
of Los Angeles. He will serve as 
head of the agency’s food merchan- 
dising department. 


Walker Transferred 


Robert J. Walker, assistant ad- 
yertising manager of the Plymouth 
Motor Car Co., Detroit, has been 
transferred to the central advertis- 
ing department of the Chrysler Cor- 
poration. 

He has been succeeded by W. W. 
Romaine, former advertising man- 
ager of the Fargo truck division of 
the Chrysler Corporation. 


I’ PAUL O'HAIRE 


Artists 
Representative 


representing 

Luis Saravi 
Seymour Ball 
Norman Farquar 
Franklin Booth 
Ann Brockman 


David Hall 


Layout » Lettering 
+ 


GRAYBAR BUILDING 
LEXINGTON 6860 


Sell Gifts and Artwares 
Through the Jewelry Trade 


This survey tells important facts about 
jewelers’ gift departments. Ask for a 
copy—please write on your letterhead. 


THE JEWELERS’ CIRCULAR 
239 West 39th St., New York, N. Y. 
The Recognized Authority of the Trade 


A Division of the United Business 
Publishers, Inc. _ 


Chains Making 
Little Progress 
in the South 


Dallas, Texas, July 24—Indepen- 
dent stores are the controlling factor 
in distribution of merchandise in the 
South, accordnig to a survey by 
Holland’s, The Magazine of the 
South, which will be available to 
advertising men within the next few 
days. It will appear in the form of 
a printed booklet of 48 pages, en- 
titled “The Southern Market.” 

The survey covers the market area 
made up of Alabama, Arkansas, 
Florida, Georgia, Louisiana, Missis- 
sippi, New Mexico, North Carolina, 
Oklahoma, South Carolina, Tennes- 
see and Texas—12 in all. 

This authority claims that the 
comparatively few chain stores in 
the South are concentrated in the 
cities. As only 27.3 per cent of the 
population lives in towns of 25,000 
or more, the importance of the 
chain store is limited accordingly. 

The survey shows that 75 per cent 
of the total number of retail outlets 
for dry goods, jewelry, electrical 
supplies, lumber, drugs and sun- 
dries, groceries, furniture and hard- 
ware are located in towns of less 
than 25,000 population, and that 
95.4 per cent of the grocery stores 
and 95.3 per cent of the drug stores 
are independently owned. 

To illustrate the growing indus- 
trial importance of the South, the 
survey points out that in 1927 the 
total value of the manufactured 
products in this section had in- 
creased by 747 per cent over 1900, 
as compared with an increase of 450 
per cent for the nation in the same 
period. 


Bill Merges Three 
Radio Publications 


Edward Lyman Bill, Inc., New 
York, has formed the Radio Digest 
Publishing Company following the 
acquisition of three radio publica- 
tions. They are Radio Broadcast, 
formerly published by Doubleday, 
Doran Co., Radio Revue, New 
York, and Radio Digest, Chicego. 

With the September issue, the 
three magazines will be merged un- 
der the name of Radio Digest, a na- 
tional magazine serving the radio 
public. 

Raymond Bill is president of the 
new company, other officers being: 
J. B. Spillane and Randolph Brown, 
vice-presidents; treasurer, Edward 
Lyman Bill. 


Jahn & Ollier Open 
Office in Rockford 


The Jahn & Ollier Engraving 
Company, Chicago, has announced 
the opening of an office at Rockford, 
Ill., with H. L. Swan as local man- 
ager. 

This is part of a program of ex- 
pansion which has included the pur- 
chase of a plant in Toledo and the 
establishment of offices in New York 


City and Davenport, Ia. 


When af reabtis 
OV POURS 


PLAIN OR 
- LODIZED 


BACK VIEW of DISPLAY SET UP > 


[Be we revmsors men omnes] 


DOMINATING WINDOW DISPLAYS 


of one mounted on heavy board—that 
rolls up and can be easily carried by 
salesmen—it can be set up in a few 
seconds, while the salesman is talking 
to the retail dealer. 


greatly assist in securing introductory 
orders. 


THE J. D. LEWIS COMPANY 


GENERAL OFFICES — FIRST NATIONAL BANK BLDG. CHICAGO 


AT SMALL COST 


A window display, with all the effect 


Salesmen like them and claim they 


In the heavy Kraft mailing envelopes 
provided, they can be mailed 
direct to dealers at small cost 
—for example, a display 23”x 
34” in size, including mailing 
envelope, weighs less than 8 
oz. and can be mailed for 6c 
to any town in the United 
States, regardless of zones. 


Many well known national 
advertisers have used these 
displays continuously for the 
past several years and can at- 
test as to their practicability. 
convenience and economy. 


Write us for specimens 
prices and further particulars 


“TELEPHONE AHEAD” THEME OF OUTDOOR COPY 


FIESTA DE LAS ROSAS 


Insure your convenience 
-telephone ahead 
for reservations. 


to the 
Washington State Convention 


AMERICAN LEGION 
Aberdeen... 
Aug. 21.22.23 
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Stunts -Air Derbies-Exhibits 


Seven Trophies 
Hung up for 
I.D.M.A. Meet 


Milwaukee, July 24.—A _ prize 
trophy contest for best examples of 
direct mail advertising is announced 
by the International Direct Mail 
Advertising Association, in connec- 
tion with the 30th annual conven- 
tion and exposition here October 
1-2-3. 

Seven valuable trophies, including 
a cash prize of $100 are offered for 
various types of direct mail adver- 
tising productions. The contest 
closes September 15 and awards are 
to be made at the Milwaukee con- 
vention. Following are the trophies 
offered in the several classes: 

The Multigraph Trophy, a large 
$100 silver cup offered by the Multi- 
graph Company of Cleveland, for 
the best letter campaign. 

The Postage Mailbag Trophy, 
another $100 silver cup offered for 
the outstanding achievement in 
direct mail during the year. This 
may be a campaign, an invention, a 
speech, book, magazine article. 

The Cleveland Folding Machine 
Trophy, a beautiful bronze placque 
in which the name of the winner is 
cast and which becomes the property 
of the winner. 

The Class & Industrial Market- 
ing Trophy, the form of which is yet 
to be decided upon, to be offered by 
Class & Industrial Marketing, of 
Chicago for the best industrial 
direct mail advertising. This is of- 
fered this year for the first time. 

The J. L. Hudson Company 
Trophy, offered for the best depart- 
ment store direct mail advertising, 
another $100 silver cup. 

The Silvertone Trophy, a bronze 
placque offered by the Standard 
Envelope Manufacturing Company, 
of Cleveland, for the best envelope 
design. 

The Selling Blotters Trophy, 
offered by the Albermarle Paper 
Manufacturing Company of Rich- 
mond, Va., for the most effective 
blotter or series of blotters. It will 
be $100 in cash. 

Further details of the contest may 
be obtained from Association Head- 
quarters, 2227 Barlum Tower, De- 
troit. 

Two thousand leading advertising 
executives, writers and associated 
workers are expected to attend the 
Milwaukee gathering. Headquarters 
have been opened in the Hotel 
Schroeder. 


Get Pen Account 


The Tri-Pen Mfg. Co., Pawtucket, 
R. I., has placed its advertising ac- 
count with Danielson & Son, of that 
city. Newspapers will be added to 
the business journals heretofore 
used, and magazines will be used as 
distribution is completed for the 
soenys triangular pens and pen- 
cils. 


Boerger Celebrates 


E. G. Boerger, president of the 
Logansport, Ind., agency of that 
name, was the host at a dinner 
July 15 which marked the comple- 
tion of ten years in the agency field. 
Mr. Boerger’s agency was formerly 
known as the Reliable Advertising 


Company. 


Farm Publisher Dead 


William Henry Schrader, vice- 
president of the Pacific Rural Press 
Publishing Co., San Francisco, pub- 
lisher of Pacific Rural Press, died 
in that city recently. Mr. Schrader 
served as business manager. 


Ellison to New York 


Paul S. Ellison, advertising man- 
ager of the Brunswick-Balke-Collen- 
der Co., Chicago, has been trans- 
ferred to New York, where he will 
serve the Brunswick Radio Corpora- 
tion. 


DWARD LYMAN BILL, 
Inc., a publishing organiza- 
tion with a background of 

over 50 years, announces the for- 
mation of Radio Digest Publish- 
ing Corporation, with headquar- 
ters in New York. This company 
has purchased RADIO BROAD.- 
CAST, formerly published by 
Doubleday, Doran & Ca., 
RADIO REVIEW of New York, 
and RADIO DIGEST of 
Chicago. 


Effective with the September, 
1930, issue, these three maga- 
zines will be merged and published 
under the name of RADIO 
DIGEST, as a national magazine 
serving the American radio 
public. 


The officers of the Radio Digest 
Publishing Corporation are: 
President, Raymond Bill; Vice- 
Presidents, J. B. Spillane and 
Randolph Brown; Treasurer, Ed- 
ward Lyman Bill, all of whom 
have had extensive experience in 
the music and radio fields, and 
all of whom are principals in 
Edward Lyman Bill, Inc., and 
Federated Business Publications, 
Inc., the latter including among 
its other properties RADIO- 
MUSIC MERCHANT (formerly 
TALKING MACHINE 
WORLD). 


In addition to the Board of Con- 
tributing Editors, the personnel 
of which will be announced later, 
the executive editorial staff is: 
Editor, Raymond Bill; Advisory 
Editor, Henry J. Wright, for- 
merly editor of the NEW YORK 
GLOBE and of the NEW YORK 
SUN; Associate Editor, Charles 
R. Tighe, formerly managing edi- 
tor of RADIO-MUSIC MER- 
CHANT, and Managing Editor, 
Harold P. Brown, editor of 


IMPORTANT ANNOUNCEMENT 


about 


Radio Advertising 


If you do any Broadcasting or 
contemplate any . . Here is some 
news of real interest to you . . 


RADIO DIGEST under its for- 
mer management. 


The business organization is as 
follows: Business Manager, Lee 
Robinson, also business manager 
of RADIO-MUSIC MER- 
CHANT (formerly TALKING 
MACHINE WORLD, Telephone 
Lexington 1760). Advertising 
representatives: R. G. Maxwell & 
Co., Inc., 420 Lexington Avenue, 
New York (Telephone Lexington 
0338), and Mallers Building, 
Chicago (Telephone Central 
7860). The head of this com- 
pany, Ray Maxwell, is one of 
“The Four Maxwells,” the others 
being, respectively, president of 
Crowell Publishing Co., Life Pub- 
lishing Co. and Williams & Cun- 
nyngham Advertising Agency. 


The circulation of RADIO 
DIGEST alone averaged 114,000 
for the first six months of 1930 
and at 35 cents per copy. While 
this constitutes an exceptional 
record for a new magazine, it is 
no more than an indication of 
what the future holds for the 
dominant magazine of the radio 
field. The public interest in this 
magazine is obviously logical 
because radio is destined to play 
an important role in the future 
of the entire world and of the 
life of those by whom it is 
peopled. 


For those who can act quickly a 
very interesting proposition is 
available. Inquiries for details 
should preferably be sent by tele- 
gram or telephone. Anyone inter- 
ested in broadcast advertising and 
in the ways and means of making 
their expenditures more profitable 
should not miss the chance to 
know about this special oppor- 
tunity. 


New York City. 


RADIO DIGEST, 
420 Lexington Ave., 


Please let me have the details of your new plan. 
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Columbia Organizing 
for Active Year 


Arthur R. Weed, new president of 
the Advertising Club of Columbus, 
O., has appointed the following com- 
mittees: 


Attendance and acquaintance: 
W. Dunson, chairman; Carl 
Crossfand, Depew Head, John Q. 
Doty, Mrs. Ruth W. Hurst, Miss 
Ann Cuthbert, Earle G. Reed, Fred 


J. Schweitzer and John J. Tierney. 


Convention: Harold R. Lee, chair- 
man; Mrs. Nan B. Akin, W. L. 
Noice, Charles T. Hardin, D. O. 
Smith, and A. A. Bratton. 

Education: Arthur H. Utt, chair- 
man; T. T. Frankenberg, H. W. Cor- 
dell, W. C. Blakey, Reid Vance, 
Stanley Wolfe, and A. L. Jones. 


McDaniel Recovers 


Fully recovered from a_ recent 
paralytic stroke, Charles Byron Mc- 
Daniel, St. Louis artist, has resumed 
work. An addition to his staff is 
W. H. Wilson, formerly with the 
D’Arcy Advertising Company. 


Use of Cigarettes 


Is Still Gaining 


Withdrawals of cigarettes for the 
year ended June 30 aggregated 119,- 
935 million, a gain of about 6,000 
million over 1929, as compared with 
a gain of 8,000 million in the pre- 
ceding year. 

Cigar withdrawals fell from 7,106 
million in 1929 to 6,328 million in 
1930. 

Card playing is increasing in 
popularity, judging by withdrawals 
in June, 1930. 


Universal Promotes Webb 

C. A. Webb has become district 
sales manager of the Chicago dis- 
trict for the Universal Atlas Ce- 
ment Co., a subsidiary of the United 
States Steel Corporation. He suc- 
ceeds W. L. Greenly, transferred to 
the general sales office. 


Plan Anniversary Meet 

December 5 has been selected as 
the date of the 25th anniversary 
celebration of the Adcraft Club of 
Detroit. There will be a banquet 
and other things. 


Electrotypes 
Stereotypes 
Matrices 


Typography 


Y 


WESTERN NEWSPAPER UNION 


NEW YORK CITY CHICAGO 
310 East 45th St. 210S. Desplaines St 


and 34 other cities 


Truth about 
National Brands 


What does the future hold 
for them? What are the 
trends? Where are they 
headed? 


Interesting facts are dis- 
closed, figures and names 
are given in a statistical 
study of the advertising of 
food dealers—chains, vol- 
untary chains and large 
food markets —in recent 
issues of 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


HIGH SPEED WIT 


HOUT LOWERING 


TYPOGRAPHIC STANDARDS 


Ours is a day-and-night, 24-hour service. Yet, we are 


not selling speed, but giving it. Speed is important, 


to be sure. However, it is imperative that modern 


typography shall have those finer creative touches 


of design and detail which “hand-tailor” strength, 


. 


charm and vivid expression into an advertisement. 


LEE & PHILLIPS, INC. 
TypographersWho Prove ltWithProofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE, INC. 


FREDERIC NELSON PHILLIPS, INC. 


GRAPHIC TYPESETTING CORP. 


CAXTON TYPOGRAPHERS, INC. (Formerly Wienes Typographic Service} 


EE, CRITCHFIELD, 
PIONEER AGENT: 
PASSES AWAY 


Made Big Success in Agricul- 
tural Field 


Elmer E. Critchfield, founder and 
chairman of the board of Critchfield 
& Co., Chicago advertising agency, 
died suddenly July 19 at his home 
in Wheaton, a Chicago suburb. He 
was 69 years old, and is survived by 
the widow, three sons and four 
daughters. He had been active and 
in apparent good health. 

As chairman of the board of 
Critchfield & Co., he retired from 
active business in 1919. After a 
rest his health improved, and he in- 
creased his activity, supervising a 
few of the company’s old accounts 
that he himself developed years be- 
fore. 

Mr. Critchfield arrived in Wheaton 
July 17, having driven from Cali- 
fornia. Dissatisfied with the condi- 
tions of his gardens, a life-long 
hobby, he applied himself with char- 
acteristic energy to remedy matters. 
It is believed that the exertion in 
the unseasonably warm weather, to- 
gether with fatigue following the 
long journey, brought on the fatal 
heart attack. 

Taught Agriculture 

Mr. Critchfield was born in Torch, 
Ohio, and as a young man was a 
professor of agriculture in an east- 
ern college. He came to Chicago in 
1893 as a correspondent for The 
National Stockman and Farmer of 
Pittsburgh. 

At that time, newspapers did not 
make a practice of covering news 
and quotations of the live stock mar- 
ket, and the popularity of his pio- 
neer contributions on the subject 
had much to do with making such 
information a regular newspaper 
feature. 

After establishing a reputation as 
a journalist which brought him nu- 
merous offers, Mr. Critchfield elect- 
ed an advertising career, making his 
start in 1894 as a partner in the 
Frank B. White Agency of Chicago. 

His name became identified with 
the White agency in 1902, when he 
and Frank Long bought out other 
interests and re-organized as the 
Long-Critchfield Corporation. Mr. 
Critchfield was the principal figure 
in this and successive re-organiza- 
tions, when the business was known 
as the Taylor-Critchfield Corpora- 
tion, the Taylor-Critchfield-Clegg 
Corporation, and finally, as Critch- 
field & Co. (The present Frank B. 
White Company was formed in 
1921.) 

Mr. Critchfield’s old associates re- 
call that he was an indefatigable 
worker and a talented copy writer. 
He personally secured the accounts 
on which the success of the company 
was based and wrote most of the 
copy himself. 


Some Early Accounts 

Prominent advertisers whom he 
contacted and serviced at the start 
of his career included the Dr. B. J. 
Kendall Co., manufacturer of stock 
remedies, Enosburg Falls, Vt.; 
Deere & Co., agricultural imple- 
ments, Moline, Ill., and the McCor- 
mick Harvester Co., Chicago, now 
the International Harvester Co. 

By example and other effort, Mr. 
Critchfield unceasingly endeavored 
to raise the standards of advertising 
practice. Advertising that he di- 
rected was distinguished by truth- 
fulness, an absence of competitive 
references, and an understanding of 
conditions that made for effective- 
ness. 

In recognizing the need for an 
agency to function as an authority 
on markets and merchandising, as 
well as a source of advertising pro- 
duction, Mr. Critchfield was ahead 
of his time. With a technical educa- 
tion and editorial experience as a 
foundation, he continued his study 
of stock farming and agriculture, 


—, 


E. E. Critchfield 


and became known to advertisers 
and the public as one of the best in- 
formed men on the subjects in the 
country. 

Power in Field 

Thus equipped, he made The Agri- 
cultural Advertiser, his agency’s 
periodical, an authority cn farm ad- 
vertising, gained control of three- 
fourths of the agricultural advertis- 
ing of the country, and later served 
the government with distinction dur- 
ing the war. 

Mr. Critchfield was a gifted pub- 
lic speaker on many subjects and 
was in great demand in this ca- 
pacity. He also found time to lec- 
ture at a Chicago veterinary school. 

One of the organizers of the 
Audit Bureau of Circulations, he 
took a leading part in the affairs of 
the bureau and the American Asso- 
ciation of Advertising Agencies. He 
was a member of the Union League 
Club of Chicago and was active in 
other clubs and lodges. Prior to his 
Chicago connection, he was a promi- 
nent figure in the Pennsylvania Na- 
tional Guard, holding a major’s com- 
mission in an infantry regiment. At 
the time of his death he was presi- 
dent of the First National Bank of 
Wheaton. 


Display Contest 
Sells Tools to 
Agriculturists 


Cleveland, O., July 24—Results 
of the True Temper window display 
contest have been announced by the 
American Fork & Hoe Co., manufac- 
turers of True Temper farm and 
garden tools. The contest, confined 
to dealers, has reduced the lack of 
farm tools to some extent, at least. 

In order that all dealers might 
have an equal chance in the contest, 
three classes were created, the first 
being for towns of less than 5,000 
population, the second for those from 
5,000 to 25,000 and the third, over 
25,000. 

The judges were Llew S. Soule, 
editor of Hardware Age; George T. 
Price, president of The Kelly Axe 
and Tool Company, and Ray H. 
Griswold, president of The Gris- 
wold-Eshleman Company. 

The contest was based on a sur- 
vey which revealed that farmers and 
gardeners are undertooled to the 
extent of several million tools. The 
company found that more than three 
million farmers were without spad- 
ing forks, and that more than seven 
million gardeners were without turf 
edgers. Only 27 per cent of the 
farmers who owned silos had an en- 
silage fork. Only 16 per cent of the 
gardeners owned a hose reel. Fig- 
ures on many other common farm 
_ garden tools were equally start- 
ing. 


Added to Board 


Roy W. Wenzlick, in charge of re- 
search and sales for the Albert 
Wenzlick Real Estate Co., St. Louis, 
has become a member of the board 
of governors of the Advertising Club 
of St. Louis, succeeding George F. 
Bounds, publicity director for Parks 
Air College, resigned. 

Mr. Wenzlick organized the re- 
search department of the St. Lowis 


Post-Dispatch. 


Preparation Is 7 
95 Per Cent of 
Sales Effort 


St. Louis, July 24.— Addressing 
the St. Louis Radio Trades Associa. 
tion, F. A. Day, local advertising 
man, scored sales managers for put. 
ting inexperienced salesmen into the 
field and expecting them to get re. 
sults. Preparation is 95 per cent of 
the battle, Mr. Day asserted. 

“A large percentage of salesmen 
have yet to learn that it is far more 
important to start selling right than 
it is merely to start,” said Mr. Day, 

“A considerable proportion of 
sales managers, too, have acute 
‘hurryitis’ and push salesmen out 
into the field inadequately prepared, 
Poor preparation, which includes 
prospecting, planning the approach 
and planning to get an audience—is 
responsible for most of the failure 
in salesmanship. 

“If you are getting beaten pretty 
often nowadays, go back and begin 
all over again, preparing yourself to 
sell, or to direct a sales campaign 
and do the preliminary job right this 
time. 

“It is my humble opinion after 
fifty years of active observation and 
participation in sales activities that 
effectual selling is predicated upon 
95 per cent preparation and pros- 
pecting and 5 per cent sales talk or 
presentation. And it is my further 
observation that 75 per cent of pres- 
ent selling effort is in the reverse 
ratio. 

“Salesmen and sales managers 
alike need exact knowledge. In gen- 
eral it may be said that you can’t 
know too much about your special 
field of sales. True, a lot of time 
may be wasted acquiring informa- 
tion. The fault, however, lies in not 
utilizing all the opportunities which 
might be used without diminishing 
in any degree the amount of time 
that should be spent in actual sell- 
ing. 

“Aimless hit or miss prospecting 
never is very effective. Managers 
and salesmen alike must know first 
what they want to know. If they 
are just looking for the names of 
buyers they’re likely to find pros- 
pecting like bacon, with a streak of 
fat and a streak of lean. Funda- 
mental knowledge of the territory 
should be sought systematically. 

“A fund of facts will be accumu- 
lated that will enable them to do 
most of their prospecting in their 
own mind. They will know condi- 
tions in their field which influence 
buying and will be guided by such 
knowledge to the very places where 
business is to be had at the right 
times,” 


Seven Business Papers 


Would Join A. B. C. 


Seven business publications have 
applied for membership in the Audit 
Bureau of Circulations, Chicago. 
They are American Metal Market, 
Talking Machine World & Radio- 
Music Merchant, Bankers Magazine 
and Projection Engineering, all of 
New York; Life Insurance Selling 
and The Local Agent, of St. Louis; 
—y Home Economic News, Peoria, 


Has Copeland Account 

The Copeland Sales Co., the mar- 
keting organization of Copeland 
Products, Inc., Mt. Clemens, Mich., 
has appointed Austin F. Bement, 
Inc., Detroit, to direct the advertis- 
ing of its refrigerators. 

Bement also is handling the ad- 
vertising of Campbell clear vision 
posts, a product of the A. S. Camp- 
bell Co., East Boston, Mass. 


Girl for Schanuel 


Arthur Schanuel, manager of the 
Fisher-Wilson Advertising Co., St. 
Louis, is telling the world about a 
new girl who recently arrived at his 
house. 

Ray Moyer, copy man for Ruth- 
rauff-Ryan, St. Louis, is singing the 
praises of a new boy. The score 
stands 4 to 3, favor of Mr. Moyer. 


Plan Bakery Show 
An international bakery exposi- 
tion will be held at Atlantic City 
September 21-27. Equipment, deliv- 
eries, advertising and other PS 
of the industry will be covered. 
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TOOK COAST PRIZE 


| ental shores, Vou can 


Coast Railroad 


Successful in 
Stemming Tide 


San Francisco, July 24—The 
Southern Pacific, whose campaign 
in the travel advertising class took 
first prize at the recent convention 
of the Pacific Advertising Clubs 
Association, was showing a heavier 
loss than any of its contemporaries 
prior to the campaign. 

In 1929, as a result of the adver- 
tising, the road was one of the few 
in the United States to enjoy an 
increase in passenger revenue. That 
increase was greater than that ac- 
complished by any other railway in 
the country. 

The problem of the Southern Pa- 
cific was to sell a wide variety of 
travel service. The objective was to 
increase travel to the Pacific Coast 
via Southern Pacific lines, and to 
sell the idea that travel by train is 
comfortable, economical and _ con- 
venient. 


Supplementary selling took the|}’ 


following forms: 

1, Enlargements of advertise- 
ments used as posters in railroad 
stations. 

2. Each advertisement reprinted 
and distributed to ticket agents 
throughout the United States. 

3. Books of reprints mailed to all 
Southern Pacific traffic representa- 
tives as an aid in selling. 

4. Folders carrying reprints of 
advertisements sent each quarter to 
Southern Pacific stockholders. 

The appropriation was based on 
the amount necessary to do an ade- 
quate job. 

The Southern Pacific campaign 
was prepared by Lord & Thomas 
and Logan. Other awards by the 
association were: 


Product Advertising 

Food Products— California 
Crushed Fruit Corporation, Los An- 
geles: Philip J. Meany. Donor— 
Van de Kamp’s Holland Bakers. 

Household Products—Peerless 
Built-In Furniture Co., Berkeley: 
F. L. Tomaschke. Donor—Los An- 
Beles Soap Co. 

Clothing—Jantzen Knitting Mills: 
Botsford-Constantine Co. Donor— 
Vancouver Sun. 

M iscellaneous Product s—Iron 

lreman: Gerber & Crossley. Donor 
—Portland Oregonian. 

Retail Advertising, Department 
Store—City of Paris and Elizabeth 

nduff, San Francisco. Donor— 


Women’s Specialty Store—I. Mil- 
ler, Los Angeles. Donor—Portland 
News. 

Men’s Specialty Store—Harris & 
Frank and Thomas W. Harrison, 
Los Angeles. Donor—Fresno Ad- 
vertising Club. 

Homes and Real Estate — Oak 
Knoll Land Corporation: Atlee F. 
Hunt, Oakland. Donor — Pacific 
Coast Building & Loan Association, 
Los Angeles. 

Home Furnishing Equipment— 
Gump’s, Maybelle Bustos, San Fran- 
cisco. Donor—Vancouver Daily 
Province. 

Miscellaneous Retail—U. S. Bak- 
ery (Franz Bread): Gerber & Cross- 
ley, Portland. Donor—Station KHJ, 
Los Angeles. 


Community Advertising 
Campaigns Costing More Than 
$150,000—All-Year Club of South- 
ern California: Lord & Thomas and 
Logan. Donor—Seattle Post-Intelli- 
gencer. 


Campaigns Costing Less Than 


Houlihan, Inc. Donor—Tacoma News 
Tribune-Ledger. 


Financial Advertising 
Commercial or Savings—Bank of 
Italy. Donor—Dictaphone Co., Los 
Angeles. 

Institutional—Miller Court & Co.: 
Crawford Harris Limited, Vancou- 
ver. Donor—Oregon Journal. 


Public Utilities 
Bureau of Power & Light—Dan 
B. Miller Co., Los Angeles. Donor— 
Seattle Times. 
Newspaper Promotion—Los An- 
geles Examiner. Donor — Pacific 
Northwest Public Service Co. 


Direct Mail 

Booklets, Folders, Broadsides— 
Caterpillar Tractor Co. Donor—Re- 
corder Printing & Publishing Co. 

Letters—Clare McCord, Long 
Beach. Donor—Pig’n Whistle Cor- 
poration. 

House Organ—Brock & Co.: The 
Mayers Co., Los Angeles. Donor— 
T. V. Allen Co. 

Street -Car Advertising — Ruppe 
Mortuary: Pacific Railways Adver- 
tising Co., Los Angeles. Donor—Ad- 
vertising Club of Los Angeles. 

Outdoor Advertising—Z. C. M. I. 
Department Store, Salt Lake City. 
Donor—Gerber & Crossley, Portland. 

Farm Paper Advertising—Pioneer 
Hatchery: Hamman-Lesan Co., San 
Francisco. Donor — Puget Sound 
Power & Light Co., Seattle. 

Trade Publications—Port Orford 
Cedar Products Co.: Botsford-Con- 
stantine Co., Portland. Donor—Dol- 
lar Steamship Co. 

Dealer Helps and Window Displays 

Cut-Outs, Posters, Printed Matter 
—Jantzen Knitting Mills: Botsford- 
Constantine Co., Portland. Donor— 
Advertising Club of Portland. 

Merchandise—Z. C. M. I. Depart- 
ment Store, Salt Lake City. Donor 
—Sacramento Advertising Club. 

Sweepstake Prize (for largest 
number of awards)—Jantzen Knit- 
ting Mills and Botsford-Constantine 
Co. Donor—Washington Farmer. 

In accordance with P. A. C. A. tra- 
dition, three “three-minute speaking 
contests” were held. The winners 
were: ; 

“How Advertising. Saves for the 
Consumer’—Webb Harrison, Seat- 
tle. Donor—Idaho Farmer. 

“How Advertising Protects the 
Consumer’”—Mildred Van Vorhees, 
San Francisco. Donor — Spokane 
Press. 

“How Advertising Educates the 
Consumer”—Lily Paul, San Fran- 
cisco (duplicate award to Jaquiline 
Martin, Portland). Donor—Oregon 
Farmer. 


Iowa Paper Sold 


G. L. and C. C. Caswell are the 
new owners of the Clarinda (Iowa) 


$150,000—Alameda County: James 


Journal, a semi-weekly. 


Fashion Women’s 
Chief Concern, 
Says Parrish 


New York, July 24—“Are Amer- 
ican women fashion conscious? Cer- 
tainly they are. And they’re not only 
fashion conscious but they’re rapidly 


Amos Parrish 


becoming experts. The high school 
girl today knows more about fash- 
ions than women of a generation 
ago learned in a lifetime,’ Amos 
Parrish told the Fashion Merchan- 
dising Clinic for store owners and 
executives at the Ritz Carlton. 


“Women buy more fashions than 
they did a few years ago. They care 
less about how long things wear, 
just so they are in fashion. They 
know what they want, and they 
search until they find it. Naturally 
stores make it easier for them by 
providing the latest accepted fash- 
ions at the prices they want to pay. 
There’s no longer a price penalty to 
fashions. 

“Women are buying more fashions 
now than they did a few years ago. 
Their buying habits have changed. 
Instead of two new hats a year, they 
often buy six or more during a sea- 
son. They choose hats to go with 
their different costumes and to wear 
on different occasions. The same 
thing applies to dresses, coats, shoes, 
handbags and everything they wear. 

“Women plan their buying of 
fashions with more care than for- 
merly. They make fewer fashion 
mistakes because they know what 
fashion is all about. They under- 


stand how to ensemble their cos- 


tumes to get pleasing effects. They 
are color experts as well as fashion 
experts. 

“Women are still buying hats and 
coats and dresses and shoes and they 
will continue to want the latest fash- 
ions, regardless of business condi- 
tions. Records of many stores show 
there are more transactions this 
year than last, even though volume 
of sales may not be greater.” 


The program of the four-day 
Fashion Merchandising Clinic in- 
cluded an outline of the fashion 
trends for fall and winter, a pre- 
view of the leading fashions in cloth 
and fur coats, dresses, millinery, 
shoes, hosiery, handbags, gloves and 
jewelry, and recommendations to 
stores for the buying and selling of 
fashion goods. 

Methods of merchandising apparel 
and accessories, of gathering and re- 
porting fashion information, recom- 
mendations for advertising and dis- 
playing fashion goods, for coordi- 
nating and ensembling fashion mer- 
chandise were presented by Amos 
Parrish and members of his organi- 
zation. 

Special sessions were held for 
merchandise and sales promotion 
managers of stores, for fashionists, 
personnel directors and sales and 
advertising managers. 


A PERSONNEL SERVICE FOR 
ADVERTISING PROFESSION 

Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 
agency. 

FROPENISENAL © OFFICE SERVICE 

e 


geney 
Gurney Chrysler, 
527 Fifth Avenue, New York 


THE 


Prop. 
Murray Hill 10488 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the 


the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and econom 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 


Let us help you get your share of 
one million dollars spen 
every month by the hospitals, 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, IIl. 


Advertising 
Plates 


“P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
vice that advertisers appreciate. 


P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Eleectrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street .- 


Chicago 


Seattle Star. 
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ADVERTISING AGE 


Information for 
Advertisers 


(Continued from Page 4) 


84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


73. Progress in Vocational Educa- 
tion. 

A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


71. Time’s Circulation. 

A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


108 The Detroit Market 

Facts and figures on traffic count, 
on available outdoor advertising lo- 
cations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


119. National Brands vs. 
Labels. 

Survey by The New Era in Food 
Distribution, Chicago, intended to 
clarify a disputed factor in food 
retailing. It includes an analysis 
of newspaper advertising by food 
dealers, chains, voluntary chains, 
etc., together with names, brands 
and figures. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. ‘ 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
hy Hospital Management, Chicago. 


Private 


49. American Resorts. 

A booklet of 18 pages giving a 
market analysis of the resort indus- 
try in America, in the preparation 
of which 11,000 such establishments 
were investigated. Published by 
American Resorts, Chicago. 


Spokane Club Elects 


Claude E. Starling was elected 
president of the Spokane Advertis- 
ing Club at the annual meeting. 
Earl C. Green was elected vice-presi- 
dent; Mrs. W Joyner, second 
vice-president; George S. Marshall, 
treasurer; Arthur W. Burch, secre- 
tary, and Henri Parmelee, manager. 

The executive board includes Wil- 
liam Beardmore, B. H. Callison, 
Thomas A. E. Lally, Dr. J. E. Gray, 
Charles J. Kelly, Nevin H. Snyder, 
William J. Rusch, Stanley Mayall 
and William Peters. 


Change Closing Date 
Beginning with the November is- 
sue, Theatre Guild Magazine, New 
York, will be published the 20th 
pemeoting. The new closing date will 
the first of the month preceding, 
the November issue closing October 1. 


PUT THAT EXTRA 
DOLLAR TO WORK 
URGES THORPE 


A Little More Optimism Needed 
by U.S. 


San Francisco, Cal., July 22—The 
witty Merle Thorpe, editor of Na- 
tion’s Business, earned and got a 
great hand when he addressed the 
San Francisco Advertising Club last 
week. Mr. Thorpe made the point 
that the per capita expenditure of 
$1 per week is the difference be- 
tween prosperity and hard times in 
this country. He suggested that ad- 
vertising might be able to get circu- 
lation for this extra dollar. His 
talk was broadcast by NBC. 

“The need of the moment,” said 
Thorpe, “is salesmanship. We have 
reached our high state of prosperity 
through the most advanced under- 
standing of selling the world has 
ever known. It amazes other coun- 
tries. They do not understand that 
our selling goes farther than mere 
counter pushing. 

“Our conception of selling is to 
arouse desires and stimulate wants, 
to make people dissatisfied with the 
old and archaic, and by constant 
iteration to send them out to work 
harder in order to get the latest 
model—whether it be an icebox or a 
rug, or a new home.” 


The Astonished Briton 

“I wonder if those of us engaged 
in the thick of selling appreciate 
fully the broad sweep of the job. A 
British textile manufacturer com- 
plained to me last summer that our 
tariff hindered him from freely en- 
tering our American market. He 
said it was poor sportsmanship or, 
as he put it, that it was not cricket. 
He admitted it was the richest mar- 


‘ket place in the world, where 75 bil- 


lion dollars in goods change hands 
each year. 

“But when I asked him if he real- 
ized that America had ploughed into 
her market 10 billion dollars worth 
of fertilizer in the last decade, he 
was amazed. ‘In advertising alone,’ 
I explained, ‘one billion a year, to 
keep that market place fertile, to 
make it produce an increasing yield, 
with no barren years.’ 

“The Britisher modified his opin- 
ion and thus unconsciously gave 
credit to you advertising men who 
are on the firing-line of American 
selling. 

“T have said that the present situ- 
ation calls for salesmanship—not 
high-pressure work, but more intel- 
ligence in eliminating the wastes 
which we all know exist. If each 
of us could be, say, just 10 per cent 
more efficient during the coming 
year, that 10 per cent means more 
things for more people. And 10 per 
cent of 75 billions is a tidy sum, 
something to shoot at, worthy of the 
effort. 

“If we keep on peddling rumors, 
we will make them come true. And 
if we do, the future historian will 
dip his pen in irony and headline the 
chapter dealing with this period, 
‘They Talked Themselves Out of 
Prosperity.’ ” 


B. H. Miller Appointed 


to Four A’s Committee 
_B. H. Miller, head of the industrial 
division of the J. Walter Thompson 
Co., New York agency, has been ap- 
pointed an associate member of the 
committee on business papers of the 
American Association of Advertis- 
ing Agencies. 

Others serving from non-member 
agencies specializing in technical ad- 
vertising include O. S. Tyson, W. L. 
Rickard, Roger L. Wensley, Gordon 
A. Reiley, Paul Teas, Russell T. 
Gray and George J. Kirkgasser. 


Sullivan Convalescing 

Ted Sullivan, national advertising 
manager of the Wisconsin News, 
Milwaukee, is convalescing after a 


severe attack of pneumonia. 


Dolbeer’s Death 
Recalls Rise 
of Phonographs 


New York, July 24—The death of 
Frank K. Dolbeer in Atlantic City 
July 20 removed a man who saw the 
talking machine develop from a toy 
into a great industry and then lose 
some of its popularity almost over- 
night. 

The Talking Machine and Radio 
Weekly had the following to say: 

“In Mr. Dolbeer’s early career the 
Edison and Columbia companies 
were the foremost in the field, Eld- 
ridge R. Johnson and what was to 
be the Victor Talking Machine Com- 
pany at that time operating in a 
small machine shop in Camden, 
N. J. 

“The phonograph was catching 
public fancy like wildfire and many 
of the merchandising characteristics 
now familiar in radio were evident. 
Edison, Columbia and Victor liter- 
ally could not produce fast enough 
to meet demand and whereas radio’s 
grip of the patent situation was 
quickly to be upset to permit sub- 
stantially general competition, the 
early talking machine patents were 
upheld by the courts for. their trio 
of claimants with such success that 
widespread competition in phono- 
graph manufacture and sale did not 
materialize until about 1914. 


Sold for Cash 

Dramatic selling incidents were 
not unknown in those days. A con- 
vention of Edison distributors con- 
ducted by Thomas A. Edison, Inc., 
at the Waldorf-Astoria hotel in New 
York in 1907 is still talked about by 
those who attended it. One of the 
wholesalers to whom Mr. Dolbeer 
sold an initial order, amounting to 
$500 with the terms sight draft, due 
to the popularity of the merchan- 
dise, was an up-state distributing or- 
ganization. 

“John N. Willys, later to become 
famous as an automobile manufac- 
turer and now United States ambas- 
sador to Poland, was the general 
manager of the jobbing company, 
and he vowed that anyone who could 
sell him a bill of goods and ship it 
collect should work for him some 
day. Mr. Dolbeer eventually joined 
the Willys-Overland Company at 
Toledo. 

“In the interim, however, he was 
appointed comptroller of the Victor 
Talking Machine Company at a time 
when the Victor company under the 
presidency of Mr. Johnson and the 
general management of Louis F. 
Geissler was making the strides 
which were destined to make its 
nominal $5,000,000 capital stock 
reach a value of $1,800 a share. 

“Though Mr. Dolbeer had a title 
signifying fiscal duties with the 
Victor company, he was actually for 
some years in charge of Victor dis- 
tribution, sales responsibilities with 
the concern consisting of allocating 
deliveries to an over-sold market. 
With the late Henry C. Brown, who 
died within the past year, Mr. Dol- 
beer shared important duties in Vic- 
tor administration over a long term. 

“Shortly after L. F. Geissler with- 
drew from the Victor company in 
1918 Mr. Dolbeer was invited by Mr. 
Willys to become comptroller of the 
Willys-Overland Company at Toledo 
and he occupied this post for several 
years, supervising some _ seventy 
banking accounts operated by the 
automobile manufacturers through- 
out the country, conducting national 
and regional sales meetings and 
similarly functioning in the move- 
ment of motor cars as he had in 
talking machine merchandising. 

“In 1923 the Victor Talking Ma- 
chine Company again offered him its 
sales management and he returned 
to the field of his former activities 
until 1926, when he retired.” 


Plan Game Advertising 

The Municipal Service Corp., Los 
Angeles, has appointed the Hammel 
Advertising Corp., of that city, to 
direct the advertising for the How- 
ard H. Jones Collegiate Football 
Game. 

The head coach for the University 
of Southern California perfected the 
game. Newspapers, college papers, 


radio, business papers and direct 
mail will be used. 


WALGREEN LOSES 
TRADEMARK CASE 


Washington, D. C., July 24— 
Though the Walgreen Company has 
advertised Peau-Doux shaving cream 
liberally in the territory in which 
its stores are located, it was some- 
what premature, according to the 
Commissioner of Patents, who held 
that the name is in conflict with 
“Peaudouce,” owned by the Gode- 
froy Manufacturing Company, of St. 
Louis, and used on cosmetic prepa- 
rations. 

Walgreen will appeal, it was in- 
dicated. 

The Commissioner held that it 
was unnecessary to enter into a dis- 
cussion of the descriptive properties 
of the two classes of products in- 
volved. 

“It is considered clear enough the 
words of the two marks are substan- 
tially the same in spelling, appear- 
ance, sound, and significance,” he 
said. “The presence in the appli- 
cant’s mark of a picture would not 
prevent customers calling for the 
goods by the name ‘Peau-Doux.’ 
Obviously the opposer’s goods would 
likewise be called for by substan- 
tially this same name. ‘Confusion of 
origin would seem probable, if not 
inevitable, were those two marks to 
appear upon the respective goods in 
the same market.” 

Fashion Park Associates, Inc., was 
unsuccessful in its opposition to 
registration of “Styl-Lane Fashion- 
able Clothes” as a trade mark for 
men’s suits. 

The Commissioner of Patents con- 
firmed the finding of the examiner 
that there is substantially no sim- 
ilarity between the words “Park” 
and “Lane” in appearance, spelling, 
sound or significance and concluded 
there was no probability of con- 
fusion. 


“American” Is Not 
Geographical Name 


Detroit, July 24—The American 

Products Company, an Ohio corpora- 
tion which spends $400,000 a year 
for advertising, was granted an in- 
junction against the use of the same 
name by a Michigan company by the 
District Court for the Eastern Dis- 
trict of Michigan. 
The Cincinnati company and its 
predecessor have been in business 
since 1911, while the Michigan con- 
cern was formed in 1918. The for- 
mer did not learn of the latter’s 
existence until 1927. 

“It is urged by the defendant,” 
said the court, “that the name of 
the plaintiff is a geographical term 
and, as such, open and available to 
anyone, and that the plaintiff is not 
entitled to exclude the defendant 
from its adoption and use at least 
in the absence, as here, of any di- 
rect evidence of a fraudulent intent 
on its part to divert business from 
the plaintiff by deceiving the pur- 
chasing public into the belief that 
defendant’s products are those of 
the plaintiff. 

“After careful consideration of 
this contention, and bearing in mind 
that this case involves a trade-name, 
not a trade-mark, and therefore is 
governed by the law of unfair com- 
petition, not that of trade-marks, I 
reach the conclusion that such con- 
tention cannot be sustained. 

“Assuming, for the purpose of this 
opinion, that the name American 
Products Company should be re- 
garded as a geographical name indi- 
cating products made in America 
rather than a somewhat fanciful 
name not intended to denote the 
place of manufacture of such prod- 
ucts, it is well settled that when a 
person has adopted, as the name of 
a business, a term originally geo- 
graphical and, by his efforts and 
expenditures, has developed a repu- 
tation and good will for such busi- 
ness and its products, so that such 
name has come to mean, in the minds 
of the general public, that particular 
business and its products, such name 
thereby acquires a ‘secondary mean- 
ing,’ as indicating such business, and 
its owner is entitled to protection, 


in its use, by a court of equity.” 


Popularizing 


the Bite Test 
New York, July 24—The 
Pro-Phy-Lac-Tic Brush Co, 
Florence, Mass., has brought 
its bite test closer to the pub- 
lic by a new counter display, 
A sanitary wax wafer is 
automatically disgorged, the 
customer helps himself to a 
bite, and the clerk hands him 
the brush that fits his teeth. 


‘Transcript’ Is 
Celebrating 
Centenary 


New York, July 24—The Bostoy 
Evening Transcript is celebrating its 
100th ariniversary without any up 
due hilarity, and it remained for the 
New York Herald Tribune to call 
public attention to the birthday, 
Said that paper editorially: 

“This week the Boston Evening 
Transcript celebrates its 100th anni. 
versary, but in view of the fact that 
Boston is now celebrating her ter 
centenary this happy newspaper 
longevity is not so amazing as the 
realization that for two centuries 
previous the Bostonians had been 
able to get along without any Tram 
script at all. 


“For to your true Bostonian who 
lives on the right side of Common. 
wealth Avenue and walks to his 
office of a morning carrying a green 
cloth bag of books through the Pub 
lic Gardens neither the sacred cod- 
fish nor the essential beans are ag 
indispensable as the last edition of 
The Transcript, especially on Satur- 
days. 

“For on Saturdays, neatly boxed 
and top-columned on the front page 
(next to the Lee, Higginson adver- 
tisement), are listed the forthcom- 
ing matrimonial alliances which 
have been approved by The Tram 
script’s society editor; and it is a 
brave Bostonian who will contract 
a marriage not considered suitable 
by The Transcript. 


“There is an old Boston anecdote 
which concerns the butler who an 
nounced the arrival of the represen. 
tatives of the press by the phrase, 
‘Two persons from the papers, ma 
dame, and a gentleman from The 
Transcript,’ and this by no means 
exaggerates the esteem in which The 
Transcript is held in Marlborough 
Street and in the purlieus of Louis 
burg Square. 

“Of The Transcript staff of other 
times still a few climb the long stairs 
leading from Washington Street— 
‘Editors 2 Flights, Reporters 3 
Flights.’ E. F. Edgett, who edits 
the book section, speaks weekly on 
the radio as a concession to modern- 
ity, but ‘H. T. P.,’ more conservative, 
still dines pleasantly of an evening 
at Locke’s Wine Rooms, in Winter 
Place, and signalizes the opening of 
the opera season by appearing in & 
satin-lined evening cloak of heroi¢ 
vintage. 

“Whatever may be the more wide 
spread manifestations of a_ time 
spirit there must always be a place 
for The Transcript in the comm. 
nity which it serves. Literate, cuk 
tivated and reflective in tone, the 
record of its century of prosperous 
existence has reflected the record of 
a prosperous and conservative Bos 
ton. it has achieved its centenary 
gracefully and should look forward 
to its second century with tranquil 
assurance.” 


Holt Hollinger Dead 


_ Holt Hollinger, assistant adverti# 
ing manager of the Kelvinator Cot 
poration, Detroit, died recently af 
the result of a fall at his home. Hé 
was formerly in charge of adve 
ing and sales promotion of the Bat 
tle Creek Food Company, Battle 
Creek, Mich. 


“Circular” to Be Monthly 

The Jewelers’ Circular, New Yorks 
will be changed to a monthly publi 
cation. The last weekly issue of the 
publication will be dated August 
and the monthly will appear witl 


the October issue. 
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